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Resistance

Mallory carbon
controls are accurate
in overall

resistance value

Every carbon element that goes inta Mallory controls

niform

You will find no variation in the resis-
tance values of Mallory carbon controls.
Frequent, critical inspections reject the
imperfect, and pass only those carbon
elements of the resistance values specified
on the labels.

Recently dozens of controls from leading
manufacturers were lested competitively
for overall resis-
tance value. Mallory
controls avcraged
within 2%, of speci-
fied resistance, the
closest tolerance of
any group in the test.

In volume controls

is individually inspected to be sure that its resis-

tance value is the same as specified on the labels.

Visit us at
Booths 84,85,86
I.R.E. Show
Grond Central
Paloce
New York
March 22-25

you look for uniform

resistance, accurate tapers, silent opera-
tion and long life. Mallory gives you all
four, and more, too. The Mallory trade
mark is your assurance that the volume
control, vibrator or capacitor you buy is
the finest that can be made.

The Mallory 1185 Control Deal

This attractive metal eabinet contains the
15 Controls and 9 Switches that will take
care of Y0% of your service calls. Its arrange-
ment makes inventory control almost anto-
matic — saves vou frequent trips to the distri-
butor’s counter. 1t contains a rack for yonr
Radio Serviee Ency-
clopedia. Yon pay only
for the Volume Con-
trols and Switches; the
cabinet is ineluded in
the deal at no extra
cost to vou. Check vour
Mallory distributor on
this special offer.

P. R. MALLORY & CO., Inc., INDIANAPOLIS 6, INDIANA
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Here are the two hottest pieces of profit
news in the radio industry —

Bendix Radio increases dealer discounts!

Bendix Radio announces ' CHALLENGE MONTH™
—the hardest-hitting promotion of big-profit
sets since before the war!

All during "CHALLENGE MONTH" Bendix
Radio will urge buyers into your store—

CALL OR WIRE YOUR

‘_;_@:—-—
(BENDIX RADIO]

RADIO G Television RETAILING ¢ Morch, 1948

to listen, to shop, to buy! And it will be a
heavy "urge” —promoted through big news-
poper advertisements in your own area—
an entirely new idea in store traffic promotion.

Cash in on "CHALLENGE MONTH,” stock
the big Chollenge models. It's a sure way
to cut yourself in right now on bigger profits
with Bendix Radio.

DISTRIBUTOR NOW!

BENDIX RADIO DIVISION of
BALTIMORE 4, MARYLAND

p— & (Y000 3

AVIATION CORPORATION
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PRICE ECONOMY
with MERIT QUALITY!

In transformers the greatest economy
is found in the highest quality. It is
wpge  quality thruout that insures depend-
MERIT (Morlall “D able performance, freedom from service.
But MERIT Quality can also be had at a first saving.

CHECK THESE VALUES WITH YOUR LOCAL JOBBER
MERIT PLATE TRANSFORMERS

List Sec. Rms. Sec. DC DC
Type No. Price Volts Volts Sec. M.A
P-3157 $9.25  (660-660) (500) 250 %
(550-550) (400) jg
P-3159 10.00  (900-900) (750) 225
: (800-800) (600) ;
=) tHas 40 volt bias tap %-.
DIMENSIONS b
H w i D Mt ‘*
P-3157 ¢34 3 13/16 43% D"
P-3159 45 3 13/16 5% D

o

T

_—
PRODUCTS OF MeR,

MERIT COIL & TRANSFORMER CORP.

TELEPHONE

4427 North Clark St. Long Beach 6311 CHICAGO 40 ILL.

Radio’s New Look
Looks Like This—

$$SSS8888S!.
WIN, PLACE, SHOW

is something everyone and his brother in
the radio industry is talking about right
now, and we're not referring to the bang-
tail circuit, either, hut to something worth
while shouting about from the house-tops
WIN?—it's a best bet! PLACE, Hotel
Stevens, Chicago, May 11-14, and the
SHOW—of course it’s the 1948 Radio
Parts and Electronic Equipment conven-
tion. Just like that, we said it, but don’t
believe for a minute that we mean it's
just going to be another show. Far from
it!

TEMPORARILY ASSUMING THE
ROLE OF TIP-SHEET,

permit us to pick the winner and only
entrant in the Great Radio Billion Dollar
Sweepstakes — The  Industry  [tself!
Rarin’ to go, this flashy colt, with heau-
coup bucks on his nose, will get under
way at the Chicago Show

RADIO IS READY

to experience a great new era of pros-
perity. The Show will usher it in. The
transition from vision to reality is at
hand. What the industry did in the way
of dollar volume back in the 27’s and 28’s
will be peanuts compared with what's
ahead.

PROSPERITY - PROMISERS ARE
TELEVISION, FM

and slews of other new things such
as various recorders, record-players,
etc. Much financial and esthetic ben-
efit will result from the widespread
use of the new things in this field.
The manufacturer of sets and acces-
sories will attain huge volume, The
parts maker will be producing new
components in ever-increasing num-
bers. New test instruments will be
needed.

OUR COVER-TO-COVER
READERS

-most of them “Big-Four” (radio, ap-
pliances, records, service) merchants,
stand ready at their point-of-sale and
point-of-service posts to participate in
radio’s new prosperity era. They like
what they see coming! THE THING
TO DO is to jump in with both feet,
and stay in there pitching! The big Chi
cago industry get-together is the place to
start the ball rolling. 1t'll be a history-
making event. That's why we should all
get back of it . . . be part of it. THE
RADIO INDUSTRY is headed for the
high places. The RADIO BAND
WAGON has been hitched to a STAR!
The profit-minded folk will jump aboard

right up in the driver’s seat.

THE PUBLISHEPRS

RADIO & Television RETAILING ¢ March, 1948



ANnNounces

smart new portables

ARVIN BATTERY PORTABLE

$1995*

MOOEL 240P—Today’s fop port-
able value in good lcoks and
good listening! Smoot1 styling
in rich ruby-red thermo-plas-
tic. 4 miniature tubes ¢ Genu-
ine Alnico speaker ¢ Special
Arvin circuit provide¢ unusual
sensitivity and tone.

:3 9 95°
MODEL 250P —Attractive luggage-type case with metal
top and bottom and non-breakable plastic wrap-
around e Special distance-getting Arvin circuit uses
5 miniature tubes pl 1s selemium rectifier ® 514° Alnico
speaker ® Powerful antenna shielded from chassis for

better distance-getting ability e Today’s best buy in
portables. Underwriters’ listed.

RADIO & Television RETAILING » Morch, 1948

l et Arvin’s complete new line of high-style,
high-quality, high-acceptance portable radios

ARVIN 3-WAY PORTABLE

$2995‘

MODEL 241P —Same supreme
eye-appeal with the tripled
selling power of 3-way utility.
4 miniature tubes with sele-
nium rectifier ¢ Alnico speak-
er ¢ Arvin top-quality through-
out e Designed and engineered
to give greatest value at the
price. Underwriters’ listed.

make this your biggest portable year! Nationally
advertised to 51,000,000 readers in Life, Saturday

Evening Post, Country Gentleman, plus half-pages

in metropolitan newspapers. Plenty of point-of-sale

material, too! Write, wire or phone your Arvin dis-

tributor or write direct.

*All prices less batteries.

Slightly higher in Zone 2

Noblitt-Sparks

Industries, Inc.

Columbus, Ind.



FADA

R,a,dioo 0

AND{
ADA quality was
never more pro-
nounced than in these
two new models. With
28 years of superior
‘know how' in quality
electronic production
it's no wonder that the

name FADA is a stand-
ard hallmark of quality.

OF TO-MORROW

FADA TELEVISION MODEL 799 . ..

Full thirteen channel coverage. Large 54 Inch
Screen. Picture detail unsurpassed in quality . . .
extraordinary brilliance even in daylight. Exqui-
site hand rubbed walnut veneer cabinet.

FADA CONSOLE MODEL 866 . . .

Gorgeous new period Console Radio Phono-
graph Combination with AM-FM (Frequency
Modulation) bands and Automatic Record-
Changer. Housed in a fine hand rubbed genuine
FADA TABLE MODEL RECEIVERS mahogany veneer cabinet.

LIST FROM $17.95

FADA RADIO & ELECTRIC COMPANY, INC.

BELLEVILLE, NEW JERSEY

6 RADIO & Television RETAILING o Moarch, 1948
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176-GA3-0880

FIRST AND GREATEST NAME IN ELECTRONICS
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DELCO MODEL R-1253-WALNUT (R-1254
MAHOGANY)—Strictly de luxe—on exqui-
site piece of furniture, o high-fidelity AM-FM
short wave radio and on automatic recora
changer with balanced tone arm.

DELCO MODEL R-1409—Three-way
portable radio—AC-DC oand bot-
tery — with alligator-grained fabric
and unique plastic front. Built-in loop
antenna. Self-contained charger.

|
DELCO MODEL R-1229—Five tubes ‘ ’ |
plus rectifier tube. Mahogany finish, Looking over the current Delco line is like ' 'f

maple grille, Built-in loop antenna. .

previewing your profits—there’s a wide range
of products and prices with which to interest
a wide range of prospects! Each one of these

ATATAY A

DELCO MODEL R-1230A

eaEee immediately available models gives you IVORY PLASTIC (R-1231-A
Criiieiision . MAHOGANY PLASTIC)
) plenty to talk about in the way of features Four tubes plus rectifier tube,
N

4 QA

0,0, Smart new plastic cabinet.
s mne

and performance. And each one has char- Built-in loop antenna.

acter because it is backed by three
great names: General Motors, Delco, United Motors.

DELCO MODEL R-1238—Handsomely If you want to move merchandise, get merchandise
designed in walnut veneer and silver- . .
gray plastic. Four tubes plus rectifier that will move! Six of the popular Delcos are shown

LSS LEL R LS here. There are others to round out the line. Look into

this right away. Contact your nearest United Motors
distributor or write to United Motors Service, General

t — Motors Bldg., Detroit 2, Michigan.

: —

=

B —

& { o © e DELCO RADIO

A GENERAL MOTORS PRODUCT

Delco radios are distributed nationally by
United Motors Service. See your United Mo-
tors distributor about the Delco Radio line.

DELCO MODEL R-1236—Ivory
plastic cabinet. Four tubes plus
rectifier tube. Automatic tuning.
Built-in loop antenna.

RAOIO & Television RETAILING ¢ March, 1948



DUMONT INPUTUNER

The Dumont Imputuner tunes continuously frem 44 to 216 megacycles
without a break, covers all 13 channels as well as FM, amateur, and
aviation channels. For ease and convenience of operation no band
switching of any kind is required when tuning from channel to chan-
nel with the imputuner system. Just one simple operation to reach
any desired station,

Assemble the Champion model of your choice,
10" flat surface screen picture, 51 sq. in. pic-
ture, 12" screen picture with 75 sq. in. picture
or the 15" screen picture with 120 sq. in. pic-
ture.

All Champion Models are complete with all
tubes and components including the CR Tube.

10" FLAT SURFACE 12°* SCREEN PICTURE 15 SCREEN PICTURE

$27310 530310 539310

l DEALERS NET - DEALERS NET DEALERS NET
=4

All Television Assemblies are complete and in.
clude: 29 RCA Tubes-I CR Tube-Heavy Duty

RCA 6.8 or. slug 12" PM Speaker-Specially de-

signed dipole antennas with 60 ft. lead in.

Superior performance is obtained with a new IF Video & Sound IF Strip
(Pat. Pend.) aligned, wired, pretuned, tubed and tested. All circuits are
contained on one chassis ready to use with the front end unit supplied.
This front end will handle 13 channels and is aligned and tested, mounted
on & separate chassis. Merely connect B plus filament and output IF leads
to the television chassis. It is not necessary to make any RF alignments.
s ' These units utilize a clipper circuit which filters out ignition noises.

10" FLAT SURFACE 12" SCREEN PICTURE 15" SCREEN PICTURE

$22950 $259350 534950

. 0,
DEALERS NET DEALERS NET DEALERS NET TERMS: '0/0

| DEPOSIT WITH

All Television Assemblies are arantee era

@uarallt??h to your sa:u‘a):hon wh°en mr,gare dlr‘:c:o::, aor': fc:le- ORDER. BALANCE
lowed. EXPRESS COLLECT.

\ESE ,U]/ B'ﬂ 540 BUSHWICK AVE.

BROOKLYN 6, N. Y.

RADIO & Television RETAILING « March, 1948 9
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SOUNDMIRROR o ot

by making
new recording

Here's your safest
bet—a Home Re-
corder that is the
latest thing for

magnetic record-

ing. Your custom- ,

ers know there's Excellent quality
something NEW

in Home Record-

ing—showthema

“SOUNDMIRROR" ‘__________——/""‘
and you show

them what they're

Jooking for! Recording can be
spliced with
cellulose tape

Recording medium
is easy to handle

'/"" the A‘to"‘f on the Low-Cost

SUDMIRROY

Maqnef«c Rivhen Recarder
wwnile on call
The Bruth Development Co.

3405 Perkins Avenue, Cleveland 14, Ohio

Bredds .. FIRST IN MAGNETIC RTTS TS

*Trade Mark Reg. Patents Pending

12 RADIO & Television RETAILING o March, 1948



IT COULDN'T BE DONE — BUT G. E. DID IT AT ELECTRONICS PARK!

~————....
2%

P
—
—f
P

@MODEL 114W—They'll see it—
they'll play it—they'll buy it. It's *
value they can't afford to miss! s22'95

In rosewood plastic
(moDEL 114) $1995°

The Gold Seal
tells your customers
there's ne bettes buy

. TABLE
K MAK/M GF

@ MODEL 115 —Thisis the big-
gest package in radio for the

pricel You'll be proud
to show it—you'll be 52 4.95*

Blgger — smarter — finer — radios than you've proud to sell it!
been able to offer at this price since 1941! In ivory plastic g0y gce
(MODEL 115W) -

Only General Electric with the vast resources of Elec-
tronics Park could meet the challenge of inflation and
produce for your customers such quality at such prices!

These 'Gold Seal Values' are a triumph of ‘years
ahead” engineering, long-range planning and huge-
scale production. Only the world's largest, most
modera electronics plant—with its great staff of en-
gineers, its thousands of production experts, its miles
of production lines—could give you so much radio for
so little money.

These radios are value-packed with exclusive G-E
features! Four tubes plus rectifier. Superheterodyne.
AC-DC. Built-in Beamascope antenna. G-E Dyna-
power speaker. Beautiful plastic cabinets.

You can cover the big-volume market from A to Z

@ MODEL 107 W —This radio—at
this price — will make plenty of

your customers plenty
fesiey $99.95*

In rosewood plostic
(MODEL 107) S]9.’S'

with this line. Eight low-priced radios—a price for @ MODEL 102—Youhaven'tbeen
every pocketbook! able to offer your customers a buy
Display them all—on counter, and in windows. like this in years! Look

at the set—look at 519.95*

Advertise them all! Hard-hitting national advertis- the price!

ing. Red-hot promotional material—everything you
need to make 'em buy—is available from your G-E ooy plostic 0995+

d to ma (MODEL 102W)
radio distributor.
Get on the Gold Seal Band Wagon—now. It's your ®*List price. (Western prices slightly higher.)
chance to smash the volume market on al/l fronts with
G-E quality! LEADER IN RADIO, TELEVISION AND ELECTRONICS
Ask your G-E radio distributor now about this PORTABLES o TADLE MOOELS ¢ CONSOLES o« FARM SETS
smash promotion, or write General Electric Company, AUTOMATIC PHONDGRAPH COMBINATIONS o TELEVISION

Receiver Division, Electronics Park, Syracuse, N. Y.
Tune in the General Electric House Party, with Art

Linkletter, weekday afternoons on CBS, and the G-E ‘;- IN

Fred Waring Show Monday nights on NBC. E ERAL ELE CTR!Q

RADIO & Television RETAILING o March, 1948 "
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omething Wonderful

A NEW SELF-POWERED PORTRAIT RADIO

The FIRST REALLY NEW development
in radio design in years! A small, light-
weight, strikingly handsome, all *round
utility set. A superb performer with
provision for portraits, certificates,
military and fraternal insignia —a
“Memento” for every occasion!

Emerson “Memento”

Model 570

In polished black
Catalin and gold. Same
chassis and features as
Model 574 (at far
right.) Complete witb
batteries.

$5()00

The ldeal Gift

For Birthdayvs

Weddings Emerson “Memento” Model 580. Handsome
Anniversaries leather cabinet — choice of tooled red or black

Awards —Premiums Morocco. $ 00
For Home or Office Complete with batteries, 60

4d 4 b L e ¥ .
Lo MU L LU A ) Emerson “Memento” Model 574. In a “period” hand
(),)p()rtunity rubbed Burl Walnut Ingraham cabinet —“Sta-Bem™ con-
struction. with complementing hard- 860 00
A sensational NEWS feature—a PLUS ware trim. Complete with batteries,

PROFIT builder —**Memento™ is making
sales history wherever shown.
Now —“Memento™ —in three cap-

tivating models—is ready for YOUR
store display and sales promotion in a *
dozen different ways.

Ask vour Emerson Radio distributor
how YOU can capitalize the many oppor-

tunities made possible by this EXCLU- Worl(l,S Largest Maker

SIVE Emerson creation.

EMERSON RADIO AND PHONOGRAPH CORPORATION « NEW YORK 11, N. Y.

12 RADIO & Television RETAILING « March, 1948



FP(?I’I.II'P.I of Emerson “Memento” Models (Model 574 above) —Triple-powered with large, easily replaceable batteries. “Sealed
Unit™ Alnico 5 PM Speaker. Built-in Super Loop Antenna. Sliderule Dial on golden plastic grille. On-and-off Switch. No outside wires.
Easily carried from room to room.

1) I T | ]

L
£y

Emerson “Memento” is being featured in full-page,
full-eolor advertisements in leading national maga-
zines—strikingly promoted in loeal newspaper ads
—all tied together for YOU with attractive point-of-
sale helps and speeial promotion plans and materials,
EVERY office and home is a prospect for this
unique set—and Emerson shows you how to take
* 4 advantage of the potential demand--througkout the
Oj S'nall R(ldl() year. “Memeato” means ADDITIONAL dolars in

your pocket!:

EMERSON RADIO AND PHONOGRAPH CORPORATION « NEW YORK 11, N. Y.

RADIO & Television RETAILING o March, 1948 13
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AND PURPOSE!...FOR EVERY

ROOM IN EVERY HOME!

The Sentinel line is the big-profit, fast-turnover
line for 1948! . . . From new personal portables
to handsome radio-phonograph combinations—
from table models to consoles, AM and FM, Bat-
tery and Electric, there isa Sentinel radio to match
the individual needs of all your customers! . . .
Here's cye appeal and ear appeal —beautiful cabi-
nets housing precision-built circuits that enhance

still further the reception-perfection for which
Sentinel is famous.

SENTINEL RADIO CORPORATION

Hlinois
“

RADIO & Television RETAILING ¢ March, 1948




OVERWHELMING
JTANCE!

® Month after month, RCA Batteries continue to smash all previous sales records.
The reasons for this unprecedented acceptance are conclusive—

RCA Batteries are designed for radiomen . . . to sell through radio outlets. And
they're backed by the greatest name in radio—RCA.

RCA Batteries are your assurance of immediate customer acceptance and greater

profits.

SELL RCA BATTERIES—THE COMPLETE LINE FOR THE RADIO AND ELECTRONIC TRADE

= ——— T, —
—s B u — =n- "

Flashlight  Portable A's Portable B's Portable AB's Farm A’s Farm B's Farm AB’s Industrial

TUBE DEPARTMENT

mi i RADIO CORPORATION of AMERICA

HARRISON. N. J.

RADIO & Television RETAILING ¢ Morch, 1948 15
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Cldmiral vEADS AGAIN:

o o o With this thrilling new ADMIRAL
FM-AM Radio-Phonograph, Television
can be added whenever wanted!

The greatest idea vet to help you sell complete home
entertainment . . . especially to keep radio-phono sales
at volume levels without danger of obsolescence. Makes
it easy to sell Admiral FM radio-phonographs now...with
or without television. The customer with a limited budget
can add the matching television unit later. The same
holds true in markets that currently have no television
stations.

New “ratio-detector” FM circuit that eliminates noise
between stations and makes tuning simple as AM . . .
“Miracle tone arm, the greatest improvement in record
playing since the invention of the phonograph . . . outstand-
ing features like these have made Admiral the hottest
line on the market today. You'll find comparable selling
“hits” in Admiral ““Magic Mirror” Television. Your Ad-
miral distributor has complete details.

RC9B 14 Admircl Record
Album Cabinet. Walnut.

32%

9814 Admiral FM-AM
Avtomatic Radio-Phonag-
graph with "ratio-detec-
tor” FM and "Miracle”
tone arm. Walnut.

2977

30A 14 Admiral "Magic
Mirrar” Television with
10" Kinescope tube,
Walnut.

—

Mghogany ond Blonde ¢abi-
nets slightty higher, Small in-
crease in prices in south and
far west.

RADIO & Television RETAILING o Maorch, 1948



You can buycon*

Deep in the jungle, natives send out their messages via the Tom

Tom . .. continuously beating out the signal until they receive an
answer from another far off drum.

The advertiser, too, must beat out his message . .. telling, telling,
telling the story . . . selling, selling, selling his product . . . striking
again and again and again at his market.

That’s the beauty of Collier’s. The advertiser with a limited budget
can ‘'say it” more often in Collier’s. For Collier’s gives him the

lowest rate of the “Big 3 weeklies.
)
Y
ot .
in Collier's
ore TELLING 7/ecans 7/ore SELLING

RADIO & Television RETAILING « March, 1948
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MoperL No. 1037
List $199.95*

MopeL 10BM76PA
List $259.95*

MopeL No. 201
List $79.95*

* All Prices Slightly
Higher West of Rockies

20

WHEN you start slugging in a
price-cutting battle, nobody

wins! You lose—other dealers lose.

You know how these price fights
start. Dealer ‘“A” advertises a
certain radio at a certain price.
Dealer “B,”” in the same communi-
ty, tries to cash in on the advertis-
ing by offering the same radio at a
cheaper price. Each continues to
drive the price down until both
have lost their profit—and the
respect of the public.

How much better it is to do
business the Sparton way, through
the SCMP —Sparton Co-operative
Merchandising Plan.

NO ONE WINS
A PRIGE FIGHT!

When you are a Sparton dealer,
you can’t have a price war—not on
Spartons—for under your exclusive
franchise there’s no one else in
your town to start a war. And all
the while, you get betler radios at
lower prices!

If you're tired of the present
chaotie, uncertain state of radio
retailing, better investigate the
SCMP—the method of radio dis-
tribution that protects the retatler in
the clinches! Ask us today whether
the Sparton franchise is available
in your community.

THE SPARKS-WITHINGTON COMPANY
JACKSON, MICHIGAN

RADIO’S RICHEST FRANCHISE

e One exclusive dealer in
each community

e Direct factory-to-dealer
shipment

e Low consumer prices

e National advertising

ONE SPARTON DEALER IN EACH COMMUNITY

Check these profit-increasing features

® Factory prepared and dis-
tributed promotion helps

® Seasonal promotions
e Uniform retail prices

e Products styled by outstand-
ing designers

RADIO & Television RETAILING ¢ March, 1948
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SAVE TIME—SAVE MONEY

SAVE TUBES....

With the New HYTRON
Miniature Pin STRAIGHTENER

Ever cussed the pins of miniatures when they
broke as you fussed to straighten them with
your fingers or with long-nose pliers? Unfor-
tunately the pins have to be pliable to avoid
cracked buttons. But you can make pin
straightening easy and safe.

For orly 49¢ — less than cost — a fraction of
normal price, you can own a new Hytron Mini-
ature Pin Straightener. You then merely press
a 7-pin miniature gently into the Straightener
until the button base seats squarely. Presto,
the pins are straight again! Best of all, avoid-
ing just one broken tube can pay for the
Straigatener twice over.

¥ g

S,
A ST
e \ By AT

Features: precision die of wear and rust resist-
STRAGWSSS

ant steel for long life and close tolerances,
production-tested, easy clean+out, adapted to
hand cr bench use. It’s faster, cheaper, safer
to use the Straightener always before plug.
ging in miniatures. You need three Pin
Straigiiteners — for bench — for field tool kit
— for counter. Available only from Hytron
Jobbers. Order yours today.

ONLY 49c

AT YOUR HYTRON JOBBER’S

A PREVIEW

The Hytron Miniature Tube Pin Straightener and
Handy Tube Tapper are just the beginning. Watch
for more lower-than-cost Hytron tube tools de- Hytron Han_dy _Tube Tgpper— novel and usetul tool
locates elusive intermittent “shorts” and “opens”.
Pencil, eraser, and tube tapper. Fits breast pocket.
Compact and nonmetallic. Rugged and effective.
Hytron ads for announcements. Order the tools Only 5c at your Hytron jobber’s.

from your Hytron jobber.

signed especiolly for you. They will save you
time — help you make more money. Follow the

TUBES ARt KNOWN BY THE COMPANY THEY KEEP

Bendix MRT-3A, 152-162 mc f-m taxicab transmitter uses Hytron
tubes generously.

Companies with top names like Bendix pick top quality compo-
nents. You, too, choose the best when you ask for Hytron. Join
the leaders. Specify Hytron tubes.

SPECIALISTS IN RADIO RECEIVING TUBES SINCE 1921

These service tools made

available to yov on a
non - profit basis by both
Hytron cnd its jobbers.

MAIN OFFICE: SALEM, 6 MASSACHUSETTS

RADIO & Television RETAILING » March, 1948
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When you hear it, yow’ll say. ..
HERE'S THE FINEST LOW PRICE FM-AM TABLE

MODEL EVER CFFERED IN THE RADIO INDUSTRY.

RADIO & Television RETAILING o March, 1948
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9 Here's the radio that opens a new and fertile  that’s waiting and untouched. Stock, promote and .
: I g I H
: feld of FM prospects for yon—Madel 182, For  demonstrate the new Westinghouse Model 182, It's .
H Westizghouse engineering ingennity has pared the  genuine FM that speaks for itself . . . and yonr cus- '-.
5 cost, mpt the guality of genunine FM —a fact that’s tomers can hear the difference! Tt's genuine FM with H
- . N 3 [3
5 clear te the ear when von listen to the 182, a price tag that shouts its value. s
. { 8 N
: So, corral an increased share of the FM mass market  Home Rodio Division, Westinghouse Electric Corporation, Sunbury, Pa. 3
: | :
. .
. °
. FEATURES THAT ARE REAL SALES ADVANTAGES FOR YOU TO SELL s
M -
. & s R
. 1 Westinghouse FM. 1t's genvine FM. Na atatic. No C‘;\/ . looking mahogany calor that will fit with either period S
: /h‘ /  fading. Nointerference. Fvery nute reprosduced exact- (/ g(\.@\ or modern furnishings. :
(7 ”E ly as liroadeast against a hackground of pure silence. v 1
[ 4 3 - 2 Y
<
: \%"’ é Q%r"§ Automatic Volume Control. Full autamatic volume .
L] <\// Plenti-power. Another exclusive Westinghouse fea- "\ control tones down high power of nearby stations and :
- g ture. 11 gives tlhie extra reserve of paver ueesded for ,q/- brings up the signal of distant stations . .. thos tend. :
‘. (P B true-to-life performance . . . it reproduces the pro- W \ ing to bring iu all stations at a ilesirable level. :
[ *o\ gramn” full dynamic range. 2 e °
< .
.' &:) é’- 4 Easy-To-Read, Edge-Lighted Dial. Large, bold .
A %i 4 Small Size —Big Performance. Model 182 appeals %}’ riarkings of ivory, gold. and orange against a hrown :
) 1o all who want a compact FMAM radio that will ; bachgronnd tiat matches the cabinet linish make :
. 3 give them the caucert-hall clarity of reprixluction station settings readable at s glance. Fdge-lighting
o ) S
(’ /é\ naually fouad auly in a console. “‘ further improves visibility of the inclined dial :
. 2 S
% / ,'f"\ One-Piece Cabinet. Made of a single piece of U 7~ Yes. all this . . at o price that appeals to millions who, 4
° [ A ~ strong durable plastic, the cabinet comes in a rich. » s heretofore conld wot afford 1M e
a , [
. o
. Listen to Ted Molone, heard every morning, -
[ I X °
: A ? P Mondoy through Fridoy, A. B. C. Network :
: 272 {/ :
° { -
.
. .
*ent

e W aetinshouse

PLANTS IN 25 CITIES OFFICES EVERYWHERE
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/A TERRIFIC
SMASH
HIT!

... brings GIANT-SIZE screens to
even the smallest television sets!

WALCO DELUXE

TELE-VUE-LENS
(Model 1059)

Fits oll toble and consocle models up

ta 12 inches, Fitted with beoutlful woed- #
grain frame to match set. World's finest

precision magnifier for television. Terrific

profit-moker. Magnifies screens up to

four times original size. FULLY GUARAN-

TEED.

® IN MASS PRODUCTION WITH
NATION-WIDE DISTRIBUTION

RS L @ IN READY ACCEPTANCE AND
TELE-VUE-LENS CONSUMER DEMAND

(Model 1039)

Competitively priced.
High quality optics. Fits
7, 10 ond 12

©® IN NATIONAL ADVERTISING

® WITH A COMPLETE RANGE OF
SIZES AND PRICES

® COMING SOON—MODELS FOR
15 AND 20 INCH SCREENS

Tele-Vue-Lens enlarges pictures up to four times original size without
distortion, Clarity and detail are retained, brightness of the picture is
actually increased, and a wide angle view afforded. Walco magnifiers
install in seconds without tools or tedious adjustments. Every owner of a
television receiver wants a WALCO Magnifier. Display them along with
your television receivers and watch your profits soar! No timeé-consuming
call backs, adjustments or servicing, either, on any Tele-Vue-Lens. MORE
THAN 50,000 ENTHUSIASTIC USERS TO DATE.

Write today for complete Walco catalog. Counter cards, newspaper
mats, window streamers, consumer folders, self-mailers and other mer-
chandising aids are ready for you now.

inch screens
Gi upto

i |ve$ ifi
P e (530 95\

RETAIL

WALCO ECONOMY
TELE-VUE-LENS
(Model 1029)

.
Slightly smaller, light-
weight magnifier for 7 & $ 95 \
10 inch screens, More than S
double mognification far
these sets, RETAIL

WALCO MODERNE

TELE-VUE-LENS (Model 719)

Specifically designed for ottachment
to the new low-cost 7 inch television re-
ceivers. A sure-fire sole with every such
set that you sell, Enlarges screen mare
thon double.

Write, Wire or Phone for Nearest Walco Distributor

WALCO SALES CO.

76 Franklin Street, East Orange, N.J. « Telephone: Orange 3-1756

RETAIL

BY WALCO—MAKERS OF WORLD-FAMOUS DIAMOND, SAPPHIRE, RUBY AND PRECIOUS METAL LONG-LIFE PHONOGRAPH NEEDLES
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This amazing WARD aerial sells FM
better than 10,000 words!

Nothing eise fo buy . .. unit al-

maost completely pre-ossembled.

NEW NON-DIRECTIONAL
TURNSTILE FOLDED DIPOLE
AERIAL FOR FM

Model FMT-56
Non-Directional Dipole

Magic Wand
Aerial
Installed
22 ? 7
\J.,
i

= T
~—pomrRRE S

- |

.
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A N EW PlflODUC'I' THAT IS MEETING

TRADE ACCEPTANGE

The complete packaged unit con-
sists of one moster station, one
speaker station, 100 feet of wire.

The speaker station can be pur-
chased separately if desired. After
making a first sale,additional speak-
ers are usually sold.

The master speaker con also be
hooked up to door speakers. Door
speakers are sold separately.

Intercommunication
for the

SYMONDS

STMONDS

1
WEBSTER ELECTRIC

lelehome

HOME INTERCOMMUNICATION

home!....

o It’s new items like “Telehome”—
the device that gives voice-to-voice
communication between rooms or door
—that are stopping traffic in dealers’
stores. Because, here’s another time-
saving, step-saving idea that adds
comfort to modern living.

““Telehome’’ is furnished in table
models that one can install himself
and in a wall recessed model for con-
tractor installation. Packaging as a
complete unit makes it easy to handle

and sell. It is priced low—within

NS

TLTRT WBNRRS Q%

reach of everyone—but is a profitable
dealer item.

“Telehome™ is a quality product with
true tone, free of hum or buzz, and is
not to be compared with intercom-
munication systems not expressly
made for home use.

If you are not already stocking and
selling “Telehome”—now is the time
to do so.

Licensed under U. S. Patents of Western Electric Company, Incorporaled, and

American Telephone and Telegraph Company

WEBSTER

RACINE

ELECTRIC

WISCONSIN

Established 19.09
Export Depl. 13 E. 40th Sireel, New York (16), N. Y. Coble Address “ARLAB" New Yerk City

“"Where Quality is a Responsibiiity and Fair Dealing an Obligatien™

RADIO & Television RETAILING o March, 1948



A Forsonal [Biedtl fats
/it S Qe Cff 7t Wok...

Zenith ZENETTE

L ¥
u?ﬂ"’
eyt

It’s Another Zenith Triumph With All These Features

Here is the Ulzimate in a Personal Radio—a tiny set that knows ® AC/DC AND BATTERY POWER—Will play practically
anywhere.

® QUICK BATTERY CHANGE —Bareries slip into place
in an instant without tools.

® EXTRA POWER—Full 90 volts on AC or DC.
® STRIKINGLY BEAUTIFUL—The perfect gift.

no compromise with quality, performance or value...a per-
sonal portable with features. “Zenette” is a brilliant presenta-
tion of the know-how gained by Zenith engineers in more
than :hree decades of Radionics Exclusively.

Here, certainly, is a radio you will display proudly, for this is
the perfect gift .. . the radio that will make a hit with the man
or woman who “has everything?” For this is a beanty . .. almost

Keep An Eye On

jewel-like in its sparkling elegance ... amazing in its vigorous
full tone and volume...and the most convenient radio ever
built. It’s a personal portable—it’s an exquisite table model—
it's the new kind of radio that will make sales aplenty for

Zenith dealers.
Suggested List Price (Zone 1) $42.45 Less Batteries

itk Rl Conponditons - 600/ Diikons Ae + c‘;@m&o .
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NOW ! Everything you need
to break sales records!

[. Product ° m:c.'nove

The greatest sales-moking package In years! Display — demonstrate —
these stellar performers—stellar sellers! Button up sales—put all the sales
weapons (below) to work for you! Customers will buy —enthuse—tell
others! Others will buy—business will build! See your G-E radio and
television distributor, or write General Electric Company, Receiver Divi-
sion, Electronics Park, Syracuse, New York.

Popular priced! Model 803. Compact
table model. Unsurpassed picture clarity
on big 10" direct-view tube. All 13 U. S.
television channels. FM-AM radio. Deco-
rators modern cabinet.

Blg screen! Model 901. Projection tele- Complete Entertainment Center! Model For Clubs, Cocktall Lounges, Large
vision with screcn 3 square feet in area. 802, The finest in television, and record Homes! Model 910. Mammoth 18" x 24"
Complete entertainment center. FM-AM reproduction with the G-E Electronic Re- screen. Custom installation gives maxi
radio, short-wave, automatic phonograph. producer. FM and AM radio, t00. Period mum visibility. Schmidt Optical System
Genuine mahogany cabinet. cabinet veneered in fine mahogany. projection. FM, AM and short-wave radio! |
- ‘/

| 20 PfO’”Of/b”— to presell your prospects sesee

Easy to

Coverage!

Attractive! Eye-catching!

Radio shows! use! Stop traffic!
Cut-out cards! n p tr !
i = Model Window Postcards! Strcamensi
e " Set-ups!
\\“Z ),
N\

Smash!
Year "round
factory paid
newspaper
advertising!

' GENERAL @) ELECTRIC s

Hard-selling
tie-in ads—
built for you!

Colorful!
Over-wire
pennants!

Effective!
Sales training!
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THE PLACE TO SEL

HOME DEMCNSTRATIONS SELL
' 1 > 4 g P .' ¢ )
Recordio

T

Dl/ WILCOX-GAY

Now is -he tinz for z | good dealer: to return 10 th2 time-t-icd principles of st-ong

sc.ling based uson h-me demw 1stiraions. In no other placz can ycu so graphically

pcriray the joys, the fan, the ¢1 tertainment and the educatioral valaes of RECCRDIO
. the RECCRDINC Radio-Pbonograph . . . to ycur pros>»ects.

CASH AWARDS TO DEALEES

Again, Wilcax-Gay i: the first ia the home reccrding field © o¥x a complet home
demonstratio 1 ales plan with cash awards (o participating d:-ale-s. Acwal expesiences
of Midwest dea.ers shaw few tambacks from 10m¢ Jemonswation trials. Once p.aced
:n the home, RECORDIO is tacre to stay . .. ard build acc:ssor~ traffic for you

If you would like 1 join odwr alert dealers wio are taking adv mntage of thi: profu-
atle home taa plan, see ycur dist-ibutor immediately or wize Wilcox-Gi~. Cash
awards are liited am home Jemor strztions—so don’t de_ay.

WILCOX-GAY CORPORATION -+ THARLOTTZ, MICHIGAN

tn Cenaan ., .. Conadian MAFCC M Company

RAQIO & Television RETAILING o Morch, 1943

Fact ‘ry-sposored, large.
space a bvertisemerms are
nCcw ap-earing in news-
papers. Camplete ti2-in
advestis 1g aids in mat
forns ace available for
ycur us~—f-ce of cha-ge.
Call yowr cistributor for
cen plere information,
dzte of celease, etc

. | jmt RONTRATON
Ay »
a0
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As shown on this map the Tribune divides the rich Chicago Metropolitan Market

into five segments. On Sundays, the Tribune issues a separate section for each
of these segments. Thus you can list in your co-operative advertising selected
groups of non-competing dealers and have each enjoy in his local sales
territory the prestige and selling impact of advertising in the Sunday Tribune.

RADIO & Television RETAILING o March, 1948



your {Tomottion

with fhe
Setective Area Advertising Flan!

You get a highly productive
campaign—zied in closely
with your dealers’ operations
—when you take advantage
of the Chicego Tribune's Se-
lective Area Advertising
Plan. Under the plan

EACH DEALER GETS

1 Selective coverage of his
local market

2 Prominent display of his name
and location

3 The low rate of just 1.4¢ a line!

YOU GET

1 Better identification of your
local outlets

2 Enthasiastic dealer support

3 Advertising that pays off
right away!

You can now direct productive selling pressure
specifically at the local market each of your
Chicago dealers serves. This is possible because
the Tribune gives you five separate Sunday sec-
tions in which to place vour advertising listing
non-competing dealers. Each of your dealers, no
matter how small his advertising allowance, now
can have the benefit of local newspaper adver-
tising and do so at a cost as low as one per cent
of card rates.

This is the kind of co-operative advertising
retailers and distributors like. It meets local con-
ditions. It is applicable in practically any news-
paper market. Using this plan, you can get your
share of the rich Chicago market — big enough in
itself to take all or a large part of your produc-
tion. Write or phone your nearest Tribune repre-
sentative today for complete details.

PLAN POPULAR WITH MANUFACTURERS! More and more radio and
appliance manufacturers are turning to the Tribune’s Plan — Bendix,
Admiral, RCA-Victor, Farnsworth, Majestic, Philco, Zenith and General

Electric radios . .

. Bendix Home Laundry, Eureka Vacuum Cleaner,

Horton Ironer, Jacobs Launderall. You'll find it a sales winner, too!

The World’s Greatest Newspaper

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC,
FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS,

RADIO & Television RETAILING ¢ March, 1948

INC.

A. W, Dreior, Chicagoe Tribune
810 Tribune Tower, Chicago 11

E. P. Struhsacker, Chicage Tribune
220 East 42nd Street, New York City 17

Fitzpatrick & Chamberlin
155 Montgomery St., San Francisco 4

W. E. Bates, Chicago Tribune
Penobscot Building, Detroit 26

31
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Face the Facts! FM can be a Smash Hit . . . if YOU
don’t smash it — by selling the public “LAME
DUCK’’ FM tuners.

FM “bloopers’ . . . “fly-by-night”” FM tuners . . .
chiselling, cut-corner, half-way FM equipment
can ONLY give a black eye to FM — and to the
misguided dealer who sells them.

Why not play the proven winner . . . the FM
PILOTUNER . . . which knows no compromise on
quality! Into the Pilotuner go Pilot Radio’s more
than 30 years of experience . . . the know-how’’
that assures complete satisfaction—first, last and
always.

A sensation in ‘47, the amazing PILOTUNER is
headed for an even greater ‘48. Display it—pro-
mote it . . . get your share of the new business,
extra traffic, satisfied customers! Send coupon
now for complete information.

PILOT raDIO corRPORATION

37-06 36th ST., LONG ISLAND CITY, N. Y.
Mokers of PILOTONE VINYLITE RECORDS « PIONEERS IN FM

B 634 high,
8% wide,
v 5% deep

to retail at S29'95

Sughtsy n.yner west o Rockies

- e G G e D G WD WP G G CAv P WD @D G G M W e a» =

: PILOT RADIO CORP., 37-06 36th St., Long Island City, N.Y.

| Send me full informotion concerning the FM PILOTUNER.

.

!

g NAME L.
]

U OADDRESS ... . e
!

]

NG LY E PPN :..ZONE NO..... STATE.......

t
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NEW! BETTER! AT A PRICE YOUR CUSTOMERS CAN AFFORD!

&/v//.h/gd’//'

TELEVISIO

With a host of exclusive

Moiorofa Golden View Features

The last word in television from the first name in radio en-
gineering— Motorola. Here is television that fulfills the promise
of years of research and development— brighter, sharper
pictures plus radiant television sound reception. It is this
combination of perfect pictures and perfect sound that pro-
duces exclusive Motorola Golden View Television. And to top
it all, Motorola Television is priced so amazingly low— easily
within your customer’s budget. In television as in Home and
Auto Radio—Motorola value means more sales for you!

$179%

Installation
Additional

e d | 540500

TABLE MODEL TELEV ond actenne $45.00

"la" alld li ht enou h to be Ca!!led f!Olll room to room, ye( P i
s 4 t 4

. : i Furniture
inches of picture area. Simplified operation. Molorok
e inet in walnut, blond or mahogan. CONSOLE MODEL
e TELEVISION FM-AM RECEIVER

Large image screen—55 square inches. Automatic

) horizontal syachronization control prevents picture
“spinning.” Five controls for extremely fine tuning.
. Easy to operaic. FM and AM radio mounted in “Top-

Vue"” panel. Farniture Styled cabinet in walnut or

4545 AUGUSTA BOULEVARD, CHICAGO 51, ILLINOIS mahogany.
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sets the pace again with

for

Once again Stromberg-Carlson demonstrates its
leadership. Now—anticipating the inevitable trend
of television merchandising — Stromberg-Carlson
announces a tradition-breaking price policy on its
"WESTCHESTER” top-of-the-line model.

One price includes everything —Superb new
“WESTCHESTER” television-radio-phono-
graph receiver, excise tax, antenna, and nec-
essary accessories — installed, adjusted and
serviced, and service-guaranteed for one
year.*

Appeals to quality customers to whom de-
pendable performance is of first importance
and who are ready and willing to pay the
price.

Takes the guess out of buying. Eliminates
the customer’s No. 1 resistance. Enables you
to make a clean-cut sale—free of any dis-
cussion of “extras’ or conditions.

Applies accepted merchandising principles—
to increase your assurance of customer satis-
faction and lastingly profitable business.

* Except when installation involves exceptional technical
difficulties.

“WESTCHESTER” —TV-12-PGM. Ultimate in com-
plete ‘home entertainment. Television-Radio-Phono-
graph. 12-inch direct-view tube. Focusing control
readily accessible on control panel. Vernier-type tun-
ing with cathode-ray tuning eye. Automatic frequency
control to "lock” picture in place. FM, standard broad-
cast with push-button selection, and short wave. Inter-
mix record changer with automatic stop. "QT" Crystal
type pick-up. 12-inch Alnico V double-rubber mounted
speaker. Hand-rubbed cabinet in mahogany and
mahogany veneers.
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0. H. CALDWELL, Editorial Director ¥ M. CLEMENTS, Publisher

“Selective” Customers—
“Selective’” Dealers

As customers continue to become more and more “selective,” pro-
gressive merchants meet the new conditions by becoming more ‘‘selec-
tive”’ too.

Realizing that ’48 will be a great year for gemuine merchandisers,
alert retailers will meet “‘selective’’ buying with “selective” effort.
Some of the selective effort angles dealers will engage in include

strict supervision over selecting merchandise for re-sale, stepped-up
interest in selecting higher type persons for selling and servicing, and
certainly, a closer watch over the selection of advertising mediums.

With Spring at hand, merchants have had a taste of what the re-
mainder of the year will be like. Business will be good. That appears
to be certain. Not only does business promise to be good, but it seems
likely that many more products in our field will be sold this year than
were placed in the hands of the consumer in 1947.

The reason for a general tightening up of the dealer’s business struc-
ture is not because there won’t be enough sales to go around, but be-
cause such sales just won’t go around “by themselves.” Selective-
minded, needing-to-be-sold consumers will see to that.

Such customers will go to the dealer who offers them the right selec-
tion, the right way. In other words, business in ’48 is being concen-
trated in the stores where something extra in the way of salesmanship
and service is available.

If the present financial status remains “quo’ the rest of the year, the
alert retailer stands to lose few sales to price resistance. The great
majority of consumers already know that well-established list prices
have been set for radios, appliances, records, etc. But the consumer
still needs to be sold. He may consider list prices too high. It’s up to
the dealer to convince the buyer that prices are comparatively low.

Increased vigilance over selection—aimed to bring the most accept-
able products to the people in his trading area, is a must for the re-
tailer who wants to stay in the running. Next, the merchandise needs
to be presented with lots of buy-appeal and eye-appeal. And, in addi-
tion, service by courteous and efficient mechanics, must be used to back
up the sales policies of the progressive firm.

When the ‘“‘selective’” consumer meets the “‘selective” merchant a
transaction can usually be made to the satisfaction and profit of both.
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Radios, Electrical Appliances,

1948 RADIO PARTS & ELECTRONIC EQUIP-
MENT SHOW, May 11-14, at the Stevens in Chi-
cago, will be the biggest ever, with the industry
bringing out hundreds of new products, and facing
a great new era of new business.

FM GETS TREMENDOUS BOOST through
the simultaneous broadcasting of network musical
programs over FM and AM. The joint announce-
ment by the four major metworks and Petrillo’s
union that they had reached an agreement, was
hailed by J. N. Bailey, executive director of the FM
Association, as “a great forward stride for FM,”
promising an “upsurge in the manufacture of FM
sets.”

PARADE OF PORTABLES COMING! In the
April issue of this magazine, the reader will find an
array of the latest carry-about receivers, together
with brief specifications, prices, etc. Just in time for
what promises to be the biggest portable season
ever!

PORTABLE RADIOS, AND APPLIANCES
THAT COOL are among the products makers, job-
bers and dealers are readying for all-out sales pro-
motion activity this Spring. There will be a big selec-
tion of portables available. Electric fans will be
fairly plentiful, and the supply of compressor-type
room coolers, while inadequate, will be much larger
than it was last year.

AUDIENCE TESTS ON FM BROADCASTING
have been made in Cincinnati’'s buses and street
cars. Test sets were installed by WCTS. After
five weeks, 96 per cent of bus riders voted that
they had enjoyed it; wanted it regularly. Other
questions and answers: 60.8 per cent wanted more
music; 19 per cent more news, and 5.5 per cent
wanted other programs such as sports. Approxi-
mately 15 per cent did not answer last question,
apparently being satisfied with the sample programs.

WITH ITS TUBE TAPPER PENCIL STILL
going great guns, Hytron will bring out another low-
priced tool (sold without profit) for the serviceman.
New-comer will be a miniature tube pin straightener
which will sell for 49 cents.

MANY MANUFACTURERS IN THE RADIO
AND APPLIANCE field planning to use existing
facilities to bring out new products, many of which
will be announced before this year is over. The
idea is to further capitalize upon their familiar
brand-names, and to eliminate lag in production of
regular items which sometimes exist due to catch-
ing up with demand, or through inability to ob-
tain certain materials.

36

COMING NEXT MONTH—APRIL! RADIO
& Television RETAILING’s special FM issue. As
usual, it will present the complete current picture
of Frequency Modulation . . . manufacturing pro-
duction, broadcasting, merchandising, etc.

SLEWS AND SLEWS OF ONE MATERIAL,
scarcities of another a familiar pattern continuing to
up the aspirin intake of manufacturers’ purchasing
agents. Steel, ome of the scarcest, being batted
around like the sparrow who bungled into the bad-
minton game, by operators who are waist-deep in
the chips.

ADOPTION OF A JOINT INDUSTRY program
to improve radio set servicing, the decision to con-
tinue and expand the RMA *“Radio in Every Room”
campaign through ’48, and merger of the 1949 RMA
annual convention with the parts show, highlighted
the recent RMA Conference. The RMA directors
also approved continuation and expansion of a plan
tried out in Philadelphia, under the name of “Town
Meeting of Radio Technicians”, after hearing a re-
port that the Philadelphia experiment had been
highly successful. RMA will copyright the name
“Town Meeting of Radio Technicians” and the
board approved a recommendation of the RMA
parts division that similar clinics for radio service-
men be held in five major cities annually.

REFRIGERATOR DELIVERIES IMPROV-
ING but still “erratic.” All dealers have some models,
but find it difficult to supply certain sizes, “deluxes”
and “standards,” “left-hand” doors, etc.

CONSUMER SKEPTICISM TREND, noticed for
some time after the war, has disappeared, accord-
ing to numbers of retailers who are no longer
subjected to the proposition of having to deal with
customers who preferred to “wait” until “the kinks
were ironed out of”’ newly-launched products.

THEY STOLEN 5
7

w

SOME MANUFACTURERS AND DEALERS
still recetving letters and visits from “psychos.” Two
most popular angles harped on by the crackpots con-
tinue to be the “stolen idea” accusation, or the claim
that the individual is being “bedeviled” by radio
waves.
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Records and Television Today

A GOOD TL TO THIS ONE MIGHT BE that
“everything comes to him who waits.” In going
over a bunch of old records, a dealer found an old,
unfilled “priority” order for a refrigerator. Dated
January, 1946, it had been “lost” until it came to
light in February, 1948. On a wild gamble, he
called the customer on the phone. Yep—you
guessed it! The customer accepted delivery, al-
though the lady did admit that she’d almost given
up hope of ever obtaining that particular product.

GIBSON REFRIGERATOR COMPANY
BUYS the Coolerator Company, of Duluth, Minne-
scta, for an amount in excess of two million dollars.
Combined sales of the two organizations in 1947 was
$34,500,000. Purchase will result in production of
2000 refrigerators per day.

A MOST SUCCESSFUL MERCHANT HAS NO
SALESMEN as such. His uniformed ‘“service ex-
perts” sell on the floor and outside; receive com-
mission on all sales, plus salary. This dealer does
more than a quarter of a million dollars worth of
business a year. He selects his men upon the fol-
lowing qualifications. Mechanical ability, sales
ability, appearance, temperament and personality.

NUMBER OF LICENSED AMATEURS now
set at 81,000 by FCC. At present there are 341,000
commercial radio operators, and about 62,000 aircraft
radio operators

MORE SALES PROMOTION MATERIAL than
ever before being made available to dealers by
manufacturers. One appliance maker, for example,
is currently listing more than eighty separate items,
which include signs, banners, literature, etc.

POCKET RECEIVING SETS POWERED by
sunlight, personal sending sets also small enough to
be carried about, facsimile newspapers with pictures
i full color printed before breakfast on home receiv-
ers, globe-girdling color television . . . all these and
more are going to be enjoyed within the next 25 years,
Frank Stanton, CBS president, said in a talk on
Columbia’s “Family Hour” program.

NEW ELECTRONIC DEODORIZER being manu-
factured by Standard Electrical Products Co., Day-
ton, Ohio. Retails for $34.50.

OUT OF THE HABIT OF BUYING “GIM-
MICK” advertising are the radio-appliance retailers
who now, in great numbers, are turning backs, and
giving out with the cold-shoulders to the increasing
ranks of salesmen offering the sort of “gimmick”
advertising which has proved to be worthless in the
tast.
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A NORGE RETAILER, OF GREAT FALLS,
MONTANA, uses a Taylorcraft plane for service
calls within an 80 mile radius of the city. The
firm is the Montana Electric Company.

TWO SOUTHERNERS REALLY WENT TO
TOWN in the recent Bendix sales contest. T. E.
Adams, who owns a retail appliance store at Chan-
ning, Texas, a hamlet of 450 population, sold 25 Ben-
dix washers—five times his quota. And there are only
76 electric meters in town! Salesman George H.
Roach, Louisville, Kentucky, sold 81 washers during
the contest—at the rate of almost three per working
day.

“THE GREATEST EXPANSION OF ALL is to
be expected in the field of television, which is today
America’s fastest-growing postwar industry.”—
James H. Carmine, vice-president in charge of
distribution, Philco Corp.

“ANTENNA-LESS” TELEVISION SET has
been demonstrated by Arcturus Radio & Television
Corp., Newark, N. J, Price of the firm's ten-inch
screen receiver will be in the neighborhood of $600.

EXAMPLE OF PRICELESS GOOD-WILL for the
manufacturer apparent in the case of a reputable
dealer who reports that due to his ads in the classi-
fied directory, and to his large manufacturer-furn-
ished sign, several people have brought in products
(of the brand he advertises) for free repairs under
guarantee, which were purchased elsewbere, or
were received as gifts. Since work involved was
of a minor nature, he serviced them without charge.
“I've retained all of such new-comers as regular
customers,” he says.

SIGNS OF RETURN TO NORMALCY:
Fullerbrush and aluminum salesmen active on the
doorbell front; number of cooking schools increas-
ing,; consumer “contests” back; headwaiters, auto-
mobile salesmen and butchers smiling at customers.

— /"1l take the recor:
- \ i yovre sure PETRILLO)
L) 92 won't object |

PHONO RECORD SALESMEN GETTING FED
UP with the variety of Petrillo jokes being foisted
upon them by customers. One of the favorites:
“I'll take so-and-so, if you're sure Mr. Petrillo
won’t mind.”
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‘Ihis advertisement appears in full eolor in:
{ = LIFE—March 15 COLLIER’S—March 13
SATURDAY EVENING POST —March 13

islen with enchantment...Own with pride

...an investment that pays daily dividends in musical beauty with the

i
Finest

Tone System
in RCA Vicior
History

Tune in Robert Merrill, singing ** Music
America lLoves Best”. . . Sundays,
2 P. M., E.S.T., on your NBC Station

ONLY RCA VICTOK MAKES THE VICTROLA
“Victrolo"—T.M. Reg. U. S. Pat, Off,

38

Victrola 711V3
plays on AC. Your
choice of hand-
ruhbed walnut o
mahogany finish.

nea |

it Jloal

Richness of tone—the famous “Golden Throat™ —
matches richness of styling in this Inxurions new
Victrola radio-phonograph! Finest walnut or ma-
hogany veneers. matched and contrasted, fashion the
Hepplewhite cabinet.

For radio. you have standard, ocean-hopping short
wave plus the clear, statie-free heanty of RCA Victor Fre.
quency Modulation. For records, there’s a fine anto-
matic changer, plays as many as twelve 10 inch records.
RCA Vietor’s “Silent Sapphire” pickup brings you pure
music—no hiss or needle chatter. no needle changing.

Yes. there’s musical magic waiting for yon at your
RCA Victor dealer’s . . . brilliant performance of radio
and records . . . in this superlative Vietrola 711V3,

70707 D

DIVISION OF RADIO CORPORATION OF AMERICA
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whats behind your bigger

RCLVTICTOR

profils’

Quick turnover from the greatest line of instruments

pll_ls the grealest promotion campaign in RCA Vietor hislory!

HE COUNTRY'S TOP MAGAZINES . . . a nation-
Twide radio hook-up . . . key newspapers every-
where . . . all constantly send customers to you for
RCA YVictor instruments.

The page at left is typical of the eye-catching
RCA Victor magazine advertisemnents. These printed
salesmen are conslanlly at work for you in LIFE,
COLLIER’S, SATURDAY EVENING POST, and LOOK.

Robert Merrill. Russ Case and his Orehestra and
Johnnie Victor set a high-entertainment background
for Ken Banghart’s warm, friendly commereials
selling RCA Victor instruments and records. Listen
to the RCA Victor Show—"Music America Loves

When you're in New York, see th
radio and electronic wonders at the
RCA EXHIBITION HALL. Open
free to all. 36 West 19th St., across
from Radio City.
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1201 / /6770/? D A

Best” on your favorite of the 160 nation-wide

NBC stations, 2:00 P.M., ES.T.

Power-packed advertisements in key newspapers
everywhere sell your customers on the great RCA
Victor line of instruments . . . haminer home the
idea that RCA Victor means the best and that you

are the man to see about buying their favorite model.

Tie in with this sales-producing promotion cam-
paign. Display the famous RCA Victor name prom-
inently in your radio departinent and in your ad-
vertising. Your turnover will be rapid—your profits
will be high. W e’re working for vou with the greatest

campaign in RCA Vietor history.

ow warIn vocr

DIVISION OF R4ADIO CORPORATION OF AMERICA
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Is Your Custfomer

Often Small Things, Easily Overlooked, Are Factors.

There is something radically
wrong with the retail organization
having an unduly high customer-loss
rate. There is something wrong, too,
with the firm which fails to add a
satisfactorily large number of new
customers to its list of patrons each
year, provided potential for such ad-
dition exists.

Since the reasoms why customers
suddenly quit dealing with a certain
store are often obscure, the alert

merchant should make every en-
deavor to find out just why a definite
reason for the “switch” isn’t readily
at hand. One of the functions of
merchandising is to bend every ef-
fort toward finding out, for instance,
why Mrs. Smith, a customer of long-
standing, went over to the competi-
tor’s—and, equally important, why
Mrs. White became a new customer.

No dealer, however efficiently he
runs his business, can hope to hold a
hundred per cent of his customers.
He’s certain to lose some to his com-
petitors in the normal course of
business. Such merchant needs to
worry, though, when “o0ld” customers,
whose patronage has been of a con-
sistent nature, suddenly quit him,
without explanation, on their part,
and without the dealer having at
hand any legitimate reason he can
attribute to such switch.

40

In cases where the dealer knows
why a certain patron quit doing busi-
ness with him, he can strive to pre-
vent similar episodes from cropping
up again. Perhaps the situation which
caused an erstwhile good customer
to switch was an “Impossible” one
from all viewpoints. Perhaps the
dealer was to blame—or the cus-
tomer.

At all events, the reason for such
switch is known—and that’s helpful.

What to seize upon as a clue to
solving such bewildering action on
the part of a customer is a problem
which is often explained through
thinking in terms of the little things
which may have occurred between
patron and dealer.

Because the Jarge transactions are
practically always obvious to the
merchant, he needs to probe into the
little ones, which are often seem-
ingly unimportant.

A FORMULA FOR INCREASING GOOD WiILL

1. Keep close watch over ALL

transactions.

2. Settle customer-retailer prob-
lems promptly, fairly.

3. Realize that each NEW cus-
tomer is another dealer’s OLD

one.

Learn the newcomer’'s

likes and dislikes.

But when Merchant Doakes is
forced to remain in the dark as to
the reason why Mrs. Smith took her
patronage and her dollars to another
dealer, he has a real cause to be un-
happy.

Where “large” differences crop up
between the dealer and the customer,
the situation is understandable so
far as the results are concerned. The
smart dealer will go to the mat with
the customer fully determined to
bend over backward in settling such
controversy to the customer’s satis-
faction. More often than not the re-
liable merchant will be able to retain
the patron’s good-will because he
knows that no retailer ever won an
argument with a customer.

But—when it comes to an abrupt
and mysterious end to good relation-
ship between himself and a cus-
tomer, it’'s another story.

Via adroit questioning of new
customers, the merchant can often
find out just what prompted the
newly-acquired patron to come into
his store. In most cases he’ll learn
that such customer came in as a
result of advertising, by recom-
mendation of another patron of the
store, etc., but now and then the
person will describe the reason why
a switch was made as having been
caused by some real or fancied
grievance,

Remembering that the new cus-
tomer he gets was once the client of
a competitor, the dealer will do well
to listen carefully to the reasons
why a change was made. He’ll find
these reasons helpful, and enlighten-
ing.

When a customer decides to quit
doing business with a certain mer-
chant it is obvious that such cus-
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Loss-Rate High?

Here’s How to Keep Clients on Your Active List

tomer must also make another deci-
sion—which “new” store shall be
chosen to take the place of the “old”
one.

Whether the customer who left
Store X for Store Z will remain a
good client of Store Z depends upon
the initial impression the customer
obtains in the “new” place. If, for
example, Mrs. Smith left Store X
because she was “insulted” by being
told that a small gadget she brought

Why some “‘old” patrons quit
without warning; why some “‘new”’
ones are attracted to his store, are
smart merchant

questions the
wants answered.

Outlined in this article are some
of the reasons why consumers
“switch’”” — and what the dealer
can do to keep folk in his territory

coming in.

in for repair couldn’t be fixed be-
cause it was a “foreign” make, and
a socket couldn’t be replaced for this
reason, she will doubtless seek a
“third” store if the first new one
she tries tells her the same story.
And don’t think that a trivial thing
like the before - described episode
can’t drive a customer away for
keeps, because it can. The Mrs.
Smith anecdote is an actual one, and
it was described to the writer by
“Mr. Smith.” Since it serves to point
out the importance of watching the

Iittle things, let’s see exactly what

happened. Here it is:

Mrs. Smith had been dealing with
Store X for twelve years. She had
purchased, among other things, a
refrigerator, a washing machine, two
radios and a couple of vacuum clean-
ers from Store X. In addition, she
had bought a number of small prod-

RADIO & Television RETAILING ¢ Morch, 1948

ucts, and had spent a considerable
sum of money for general service
work during the period she patron-
ized the store.

One day Mrs. Smith came into
Store X carrying a small French-
made perfume lamp. Here is what
the floor salesman did not know
about Mrs. Smith and the lamp: 1.
Mrs. Smith had been born in France.
2. She attached great sentimental
value to the lamp. 3. Mrs. Smith

was willing to pay well to have the
lamp repaired.

Here’s what caused this good cus-
tomer to go elsewhere:

Salesman: “Good afternoon, Mrs.
Smith. What can we do for you to-
day?”

Mrs. Smith (handing lamp to
salesman): “I hope you can fix this
little lamp. I think a lot of it, having
received it as a gift a few years ago.
My husband says the socket is
broken.”

Salesman (after examining lamp):
“I’'m afraid you are out of luck, Mrs.
Smith. In the first place, it’s a foreign
socket—French. They make a lot of
dizzy sizes over there, and in the
second place, I don’t think it’s worth
repairing.”

Now it must be borne in mind
that the salesman was not disagree-
able, nor was he rude or impatient,

LA \]TA!LE RADIOS
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He just failed to use good common
sense. He should have described the
make as “foreign,” and let it go at
that. And, knowing Mrs. Smith as a
customer who never haggled over
price, he certainly was wrong in tell-
ing her that he didn’t think the item
“worth repairing.”

The salesman should have taken
in the lamp for repair, regardless
of the trouble or of the charges in-
volved. An easy out would have been

to install a miniature American
socket—then everyone would have
been happy.

The point of the whole thing is
that it is quite likely that neither
the management of Store X nor its
salesman will ever actually know
why Mrs. Smith quit being a cus-
tomer. The management might an-
alyze its dealings with this customer
and come up with nothing better
than the feeling that the “switch”
as unjustified.

Yes, the Iittle things in business
transactions can often be the most
important. Some customers will
“swallow” a lot of unpleasantness
only to “choke on a gnat,” referring
to the inevitable “someone” on every
dealer’s customer list who seems to
play in hard luck with almost every
transaction in spite of all effort on

(Continued on page 94)
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New Badio Producis Are

RCA Victor TELE TABLE MODEL

Model 8TS 30, features largest speaker
ever employed in an RCA Victor table
model television receiver, new styling and
improved picture selectivilty and sensitivity.
This receiver introduces new 5 x 7 inch
elliptical permanent magnet speaker
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mounted to the cabinet. Model has a sug-
gested list price of $375., plus excise tax
and installation. Cabinet’s styling utilizes
louvers on either side of the 10-inch picture
tube. The 52-square inch picture is mounted
in a lighttoned frame. Set avallable in
mahogany, walnut and blonde finishes.
Overall dimensions are: height 15 inches:
width 25V4 inches, depth, 19 inches. RCA
Victor Div., Radio Corporation of America,
Camden, N. ].—RADIO & Television RE-
TAILING

Magnavox
RADIO-PHONOGRAPH
‘“Mayfair’’ model radio-phonograph,

available in mahogany and white oak.
Equipped with 8 tubes plus rectifier: 10-

watt power output; 12.inch speaker: auto-
matic record changer. Cabinet dimensions:
28Y%: inches wide, 15%2 inches deep and
32V inches high, Contains storage space.
Mayfair model 139 (AM) is listed at $219.50.
Armstrong FM tuner included in model 239,
listing at $268.50. The Magnavox Co., Ft.
xgyne, Ind.—RADIO & Television RETAIL-

Crosley TABLE MODEL

Model 88 TC AM FM table model is
equipped with seven tubes., plus one recti-
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fler. Unit is housed in walnut cabinet 10
inches high, 15 inches wide and 72 inches
deep. Features: continuous tone control.

sliderule dials, permanent magnet speaker.
Two complete bands for broadcast and fre-
quency modulation. Crosley Div.. Avco
Mig. Corp.. Cincinnati, O.—RADIO & Tele-
visiom RETAILING

GE CONSOLE

Model 119 combination radio-phonograph
console, lists for $159.95. Features com-
pany’s “electronic reproducer” for record
playing, Available in mahogany and wal.

nut cabinets, and styled to provide record
storage space. Lift-top covers phonograph
with its automatic record changer. Re-
ceiver is equipped with 12-inch Alnico §
permanent magnet loudspeaker and has a
built-in antenna. General Electric Receiver
Div., Electronics Park, Syracuse., N. Y.—
RADIO & Television RETAILING

Stewart-Warner Sets

“Santa Fe” console model, finished in
new water-clear lacquer. called “blush.”

Finish retains natural color of the mahog-
any. Model retails for a little over $300.00.

Stewart-Warner also announces produc-
tion of “Continental” table model radio.
This set has a “smoke finish” cabinet of
walnut. It retails for $139.95. The “Con-
tinental, Sr.”” table model has a cabinet of
natural American walnut with the same
“smoke finish.” The set retails for $179.95.
Stewart-Warner Corp.. Chicago 14, OL—
RADIO & Television RETAILING

Westinghouse
TELEVISION CONSOLE

Model 181 television receiver. retails at
$485, plus federal excise tax of $1.26 and
an installation and warranty fee. Receiver
features a 52 square inch screen, the West.

inghouse automatic focuser, and is housed
in an authentic Chinese Chippendale cabi-
net made of high-quality mahogany
veneers. Westinghouse Electric Corp.. Home
Radio Div., Sunbury, Pa.—RADIO & Tele-
vision RETAILING

Bendix RADIO-PHONOGRAPH

Model 1533 radio-phonograph in Swedish
mahogany finish, Features: phantom grille:
drawer-type automatic record player,

standard broadcast and short wave: 12-inch
Alnico dynamic speaker. Suggested retail
in East and Mid-West $189.95. Bendix Radlo
Div., Bendix Aviation Corp.. Baltimore 4
Md.—RADIO & Television RETAILING
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Dealer Profit-Makers

Wireway WIRE RECORDER

Portable magnetic wire recorder, for
$149.50. Builtin oscillator; turntable for
playing discs which may be recorded on
wire: als> may be used as PA system.
Weighs 23 lbs.: 18” x 11%2” x 8. Comes
with crystal mike and two l2-hour spools.
Accessories are a telephone pick-up and
an automatic timing device. Wire Record.
ing Corp. of America, 1331 Halsey St.,
Brooklyn 27, New York—RADIO & Tele-
vision RETAILING

Two Philco TV SETS

Model 700, direct view 23.tube television
receiver shown. Unit uses a seven Inch
cathode ray picture tube: to retail for

$199.50 plus tax and antenna installation.
Three controls for picture brightness, con.
trast and focus. one for sound volume,
and a precision channel selector switch.
Housed in mahogany cabinet.

Model 1001 television receiver has a
10-inch picture tube, and will retail for
$339.50 plus excise tax and Iinstallation,
Philco automatic tuning system featured
in both mbodels. Philco Corp.. Philadelphia
34, Pa.—RADIO & Television RETAILING

Cleervue TELE RECEIVER

Hollywcod model, in modern design. 12
inch direct view swivel screen can be
focused in any direction. S-deck chassis

tructi designed to red service
problems. Each of the sections are plug-

—)

in units which can be removed and re-
placed instant ly. Specifications: 30-
tube receiver; full 13 channel coverage:
FM sounc system: automatic frequency
control for horizontal hold. Cleervue Tele-
vision Corp.. 81 Willoughby St.. Brooklyn
1, New York—RADIO & Television RETAIL-
ING
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US Television TABLE MODEL

Table model television unit gives picture
approximately 8 x 7 inches. Housed in at-
tractive modern cabinet, the table model
features: four controls for simplicity of oper-
ation: crystal picture detector; automatic
picture synchronizing controls: top. front and

back removable for ease in servicing. Unit
is priced at $375 plus federal tax, The firm
is planning to add 12 inch and 15 inch
direct view sets to its table model line
shortly. Size: 222 inches wide, 19 inches
deep and 14% inches high. United States
Television Mfg. Corp., 3 W. 61 St., New
York 23, N. Y—RADIO & Television RE-
TAILING

Emerson PHONORADIO
CONSOLETTE—OTHER SETS

Radlo and phonograph combination
Model S$76, available in mahogamy and
bleached mahogany finishes. List price is
$99.95. Features: acoustically constructed
consolette cabinet of striped mahogany

design, with vanishing door which reveals
radio dial and control knobs, automatic
phonograph mounted on sliding panel.
Automatic record changer for 10-inch and
12-inch records. Uses: 1.12AT6, 1.12BAS6,
1.12BE6, 1.50BS, 1-35W4 (Rectifier).

Model 573, combination radio and phono-
graph is a perlod console, designed with
fixed top, made of fine mahogany veneers,
and with album storage space.

Table models included in the new line
include: Model 572, list price $19.95, avail.
able in ivory and ebony: model 578, avail-
able in walnut and avodire, list price

$19.95; model 577, AC superheterodyne set,
with front panel control for phono attach-
ment, retalling for $69.95. Emerson Radio
& Phonograph Corp.. 111 Eighth Avenue,
New York, N. Y.—RADIO & Television
RETAILING

Zenith CONSOLES

“Regent” model console features: Cobra
tone arm: Intermix record player; automatic
operation; Armstrong FM: automatic vol-
ume control. Radio tilts out to convenient
tuning height: phonograph slides forward

as door is pulled down. Ample record
storage space. Cabinet of carefully selected
American walnut veneers.

Another console, the “Georgian”, was
also announced by the company. This radio
is equipped with the exclusive Cobra tone
arm and Intermix record changer, two-band
Armstrong FM, and superb standard broad-
cast reception. The cabinet comes in
walnut, with attractive grill work. Zenith
Radio Corp.. 6001 West Dickens Ave..
Chicago—RADIO & Television RETAILING

Regal TABLE MODEL

Model 1107, superhet table model with
slide rule dial. Features: slide rule dial:
S-inch PM Alnico #5 speaker: buiit-in loop:

Bakelite plastic cabinet; automatic volume
control. Size: 10 inches x 7% inches x 6
inches. Retails for $9.75. Regal Electronics
Corp., 603 W. 130 St., New York, N. Y—
RADIO & Television RETAILING
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® There are several simple-to-oper-
ate sales steps which are bound to
result in upped FM volume for the
merchant who employs them. First,
he should ask each and every store
vigsitor a qualifying question about
FM, for instance: “Do you have an
FM receiver in your home, Mr.
Brown?” Or, “Have you heard FM,
the new static-free radio reception?”
Second, he should invite the customer
to listen to FM then and there. And,
third, he should ask the person to
buy—the right way, of course, via
the good salesmanship route.

For successful in-store selling, the
merchant should have an attractive
and efficient demonstration set-up.
The sets should be in first-class oper-
ating condition, and every considera-
tion should be given to facilities for
making the prospective buyer com-
fortable and relaxed.

In addition to the extra money that
FM sales can bring him, the mer-
chant is rendering a real service to
his customer when he calls atten-
tion to FM, and acquaints him with
the facts about this great something
new radio. The consumer is always
anxious to learn about the latest
things for the home, and will buy
when the right sort of sales presen-
tation is made.

In selling FM, a cardinal rule is
to explain in simple language exactly
what FM is, how it works, and, more
importantly, how it sounds. The
dealer and his salespeople must
guard against taking it for granted
that the prospective customer knows
just exactly what FM is. “This set
has FM” is an inadequate, trite and
usually futile statement, yet it’s easy
to fall into the habit of saying that
very thing, or something equally
weak in describing a receiver.

Thanks to widespread and effective
advertising, the term “FM” is very
well known today, but the dealer at
the point-of-sale needs to supplement
such advertising with interest-arous-
ing verbal description before and
after demonstrating one of the static-
free sets.
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Sales Tdeas

Active Merchandising Will Bring Results. The
Demand for Static-Free Sets Is Growing Daily

In order to follow out the three
steps outlined in the first paragraph
of this article, the dealer must attract
customers to his store, or obtain per-
mission to place FM sets in the home
for demonstration, if he follows such
policy.

Arousing the interest of prospec-
tive customers calls for advertising
and sales promotion effort. In ad
writing, clear, simple statements
should be made as they will prove to
be the most effective. For instance,
“FM RADIO IS STATIC-FREE
and the MARVELOUS TONE
RANGE PERMITS YOU TO

for every pocketbook, but many buy-
ers will never know this unless they
are told.

Writing articles for the news-
papers is always good sound sales
promotion, and, in addition, helps to
build up the prestige of the dealer.
Almost any newspaper will welcome
an interesting piece on FM, written
at the layman level. Top-drawer pub-
licity can be obtained also through
speaking before clubs, chambers of
commerce and other civic organiza-
tions.

Dealer show-windows can be used
to increase FM sales. As pointed out

FM SELLING POINTERS

@ Tell Customers about FM

@ Demonstrate FM

@ Ask them to buy FM

@ Advertise FM

@® Show FM in window displays
@ Write about FM for the newspapers

HEAR ALL OF-THE ‘HIGHS’
and ‘LOWS’,”’ is copy that tells a
lot in a little space. The “thunder-
storm” angle is always good, too,
because it’s something every radio
owner can grasp at once. To be able
to get perfect reception during the
height of an electrical storm is a
much-to-be-desired feature of FM.

In preparing ad copy, the dealer
should be sure to get over the mes-
sage that FM today is not expensive,
because many of his customers will
shy away from even asking about it
on the premise that FM is out of
their price bracket. The wide price
range of FM today provides a set

@ Speak about FM at gatherings

in previous issues of this magazine
there are numerous window-dressing
plans at the merchant’s disposal. For
example, by cutting “lightning
streaks” out of pieces of red card-
board, and fastening them together
to make one continuous jagged
“bolt,” the window dresser can bring
this piece down from the ceiling to
the set, thus stressing the static-free
operation which is explained via a
card reading, “Perfect Reception
Even During the Severest Electrical
Storm!”

Musical instruments such as flutes,
violins, clarinets, etc., can be placed

(Continued on page 104)
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Stewart -Warner

“AMERICAN GROUP CONSOLES

If you saw these finer sets at the January
market . .. listened to them . . . looked inside
them . . . you know they are greater values
through and through.

Every performance-making detail has
been refined and improved, to achieve
performance balance.

The enhanced styling . . . the finer cabinet-
making . .. are convincing visual expressions
of superb engineering inside.

AM, FM, and automatic phonograph—all
in one set—provide complete sales oppor-
tunities for all Stewart-Warner dealers.

Stewart-Warner

AM RADIOS FM * RADIO-PHONOGRAPHS ° TELEVISION

- (™
CHICAGO 14 ) | ILLINOIS
-
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MT. VERNON. Polishzd old-w: rld m11h -
any, reflecting the >opular 18th “entury
period, with dimer sional bronze gri.le.

MANHATTAN. Rich
mahogany sleekly
groomed, in smooth
modern manner, style-
proportioned for the
home today.

ALM SPRINGS.

**Manhattan"" design
expressed in beautiful
blond mahogany, for
the**new-look’’ living
room.

OLLYWOOD. Smart
contemporary design
styled in rich, warm
walnut. Slide-out type
automatic phonograph.
A great value!

47



More BRadio Lines

Majestic CONSOLE-
COMBINATION

Model 10FM782. classic modern FM-AM
combination console, features ample stor-
age space; noise-gate; six-watt power out-

put; three-band reception through giant
electro-dynamic speaker. Top is solid.
Changer of pull-out design. Majestic Radio
& Television Corp.. St. Charles, II.—RADIO
& Television RETAILING

Telectro TELEVISION
COMBINATION CONSOLE

Model 1505-F, direct view television con-
sole set, retails for $1465.00 . Features: 120
square-inch picture; 30 tubes including 14-
inch picture tube; extra stages sync-ampli-

fication for positive synchronization;: FM
discriminator sound; automatic record
changer; standard broadcast, short wave.
FM and television. Telectro Corp., 385 Flat-
bush Ave., Brooklyn, New York.—RADIO &
Television RETAILING

Guest Television Set

lndlvldtful table top television viewers,
for a centralized television system for
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hotels. Patron has choice of television
charuels by means of push button controls.

and can regulate density of image. Unit
is completely portable. Guest Television
Co.. 354 Fourth Ave., New York City—
RADIO & Television RETAILING

Acousticon Radion
RADIO-HEARING AID

Hearing ald and tiny radio, combined
in unit so small it nestles in the hand:
fits In any pocket. Aid permits direct (not
re-iransmitted) hearing from radio. By de-
taching radio, device becomes a hearing
aid. Dictograph Products Inc., 580 Fifth
Ave., New York City—RADIO & Televi-
sion RETAILING

Magnetape RECORDER

Model 900D magnetic tape recorder pro-
viding 8 continuous hours of recording or
playback time—for home recording of com-
plete operas or symphonies, 8-hour tele-
phone monitoring for offices, etc. Constant
tape pull, aqutomatic forward limit switch,
local or remote control instantaneous start-
stop cluich mechanism. Tape reels can be
replayed unlimited times, erased, or edited.
Patented ““E-Z-Cue” bulltin automatic pro-
gram-iimer. .Choice of response ranges.
Magnephone Division, Amplifier Corp. of
America, 396 Broadway, New York, N. Y.—
RADIO & Television RETAILING

Talk-A-Phone
INTERCOM SYSTEM

"Elsie” Model (LC-2), two-station inter-
communication system, suitable for installa-
tion in homes, farms, professional offices,
eic. System consists of a master unit, one
sub-station and f{ifty feet of cable sold as a
"“package.” Can be used as either “pri-
vate’’ or “non-private,” Talk-A-Phone Co..
1512 S. Pulaski Rd., Chicago 23, Ni—
RADIO & Television RETAILING

Magnesonic
RECORDER and REPRODUCER

Magnetic tape recorder and reproducer
is a high fidelity instrument designed for
home use. Through fingertip control, the
instrument will record. playback, select
programs, rewind or select tone with equal
speed and facility. Reproduction either
through microphone or through attachment
to radio. To sell for $179.50. Sound Re-
corder and Reproducer Corp., 5501 Wayne
Ave., Philadelphia, Pa.—RADIO & Tele-
vision RETAILING

Bace TV RECEIVER

Televislon receiver with 15” picture tube,
giving picture of 120 sq. in. Features re-
mote control system providing for control
of additional receivers and sound systems.
Covers all 13 channels. Metal cabinets

designed with locking doors for easy acces-
sibility in servicing. Measures 25" high
by 20” wide by 25” long. Bace Television
Corp., Green & Leuning Streets, South
Hackensack, N.J.—RADIO & Television
RETAILING

RADIO & Television RETAILING ¢ March, 1948



id
RE&SOH

Why—Du Mont 1s the most sought after

franchise in television

In every field there is one line
that carries acknowledged
leadership and unchallenge-
able prestige. In Television

the Du Mont dealer has it.

“ u M " NT %/ it /é'%m/mc%%m

TELEVISION RECEIVER SALES DIVISION
Allen B. Du Mont Laboratories, Inc. - 515 Madison Avenue, New York 22, N. Y.
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ORDER FROM THE FOLLOWING DISTRIBUTORS

ALL STATE DISTRIBUTORS, INC.
30 WARREN PLACE
NEWARK 2, N. J.

BARNETT DISTRIBUTING CO., INC.
1S E. 21 STREEY
BALTIMORE 18, MD.

C. & C. DISTRIBUTING CO.
902 FOURTH AVENUE
SEATTLE 4, WASH.

DAVIS SALES COMPANY
1010 17th STREET
DENVER 2, COLORADO

DIXIE RECORD SUPPLIERS, INC.
731 W. CAREY STREET
RICHMOND 20, VA.

DUNBAR DISTRIBUTING CO.
1900 No. HENDERSON STREET
DALLAS, TEXAS

W. E. HARVEY CO., INC.
1312 ONTARIO STREET
CLEVELAND 13, OHIO

W. E. HARVEY CO., INC.
12649 LINWOOD AVENUE
DETROIT 6, MICH.

KAYLER COMPANY
131 S. 24th STREET
PHILADELPHIA 3, PENNA.

LEROY H. BENNETT CO.
135S MARKET STREET
SAN FRANCISCO 3, CAL.

LONDON RECORD SALES, INC.

16 W. 22nd STREET
NEW YORK 10, N. Y.

JAMES H. MARTIN, INC.
1407 DIVERSEY PARKWAY
CHICAGO 14, ILL.

MERCURY DISYRIBUTORS, INC.

1139 TREMONT STREET
BOSTON 20, MASS.

MERCURY DISTRIBUTORS, INC.

SO FLOWER STREET
HARTFORD, CONN.

MUSIC SALES COMPANY
680 UNION AVENUE
MEMPHIS 3, TENN.

MUSIC SALES COMPANY
704 BARRONE STREET
NEW ORLEANS. LA.

IMPORTED

NIAGARA-MIDLAND CO., INC.
881 MAIN STREET
BUFFALO 3, N. Y

PENN-MIDLAND COMPANY
2211 Sth AVENUE
PITTSBURGH 19, PA.

ROBERTS RECORD DISTRIBUTING CO
22-34 OLIVE STREETY
ST. LOUIS 3, MO.

ROBERTS RECORD DISTRIBUTING CO.
161S MAIN STREET
KANSAS CITY, MO

STANDARD SUPPLY COMPANY
$31 So. STATE STREET
SALT LAKE CITY 1, UTAH

SUNLAND SUPPLY CO., INC.
120 DURANGO STREET
EL PASO, TEXAS

TARAN DISTRIBUTING CO.
90 RIVERSIDE AVE.
JACKSONVILLE, FLA

WILFORD BROS., INC.
1226 So. STANFORD AVE.
LOS ANGELES 21, CALIF.

INDON RECORDS

FULL RANGE

THE LONDON GRAMOPHONE CORP., 16 W. 22nd ST, NEW YORK 10, N. Y.
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Section of RADIO.TELEVISION RETAILING

Platter Profit-Poinfers

DAILY REPORTS, obtained

from record salespeople, make
excellent aids in formulating buy-
ing schedules. Each report is dated,
and filled in with comments on
which discs were “best sellers” for
the day, what was found to be out
of stock, what seemed to be low in
stock, and which records were re-
quested that were not available.

FOLLOW-UPS should be

maintained for “lost sales” as
well as for sales that have been
made. An attempt to get the name
and address of those teople who
didnw’t buy, for the purposc of send-
tng them a courtcous letter asking
them to try the establishinent some
other time, will usually result in a
repeat visit. Lost sales can be con-
verted ixto “extra” sales, by those
dealers who know how to go after
them.

ESTABLISHED DEALERS

have often found the setting
up of a branch operation in an
outlying district profitable. A
limited amount of stock is carried
at the smaller establishment, with
dealers filling most orders from
their main supply, and promising
delivery the following day.

AROUSE MUSICAL IN-
TIERESTS, suggests
NAMM, by displaying photographs
of customers “at home,” enjoving

RADIO & Television RETAILING e March, 1948

the radio sets, records, or nstriu-
ments  purchased in the dealer's
store. Such a plan will result in ad-
ditional good-wil, much zvord-of-
wmouth advertising, and offers in-
numerable opportunities for addi-
tional tie-in promotions.

EASY SALES are coming the

dealer’s way, from customers
whose orders for favorite albums
previously out of stock, have been
filled. In addition, singles from in-
complete albums are more readily
available. The manufacturers’ abil-
ity to provide dealers with these
“much in demand” items during
the past three months has resulted
in much “extra” profit.

“DONT GO AFTER

SALES,” suggests onc re-
taller. “Go after customers! The
proper approach is to cultivate the
individual, and then sales will be a
natural outgrowth.”

UNITED FRONT formed by

record and radio manufac-
turers during the Petrillo ban hear-
ings on Capitol Hill gave retailers
across the country a strong feeling
of support. The biggest names in
the industry represented not only
the interests of the dealer’s record
department, but of every other as-
pect of his business. This industry-
wide cooperation encouraged all
members of the trade.

ADVERTISING  continues

to be an important phase of
the dealer’s business operations. To
yet the most out of advertising dol-
lars, the merchant should determine
where his selling area is, and then
concentrate on it. The pulling potwwer
that can be garnered from newspa-
pers. radio, direct mail and displays
varies with the establishment. The
merchant can only decide which is
the most successful method for him
by experimenting with all of them.

LIBERAL USE OF GLASS in

store remodeling jobs, is giv
ing many establishments that “new
look™ in architectural design. An-
other new trend that has excited
store planners is the use of glass
that curves inward. Huge windows
equipped with this type of glass
makes merchandise ~appear as
though displayed in an open show
window—out on the street. Passers-
by frequently reach out to “touch”
the window they cannot see, and
stores and displays receive extra
attention.

RECORDS MADE

ABROAD, but manufactured
and distributed here, are” adding
something new and different to the
record dealer’s shelves. Famous
artists. in a distinguished assortment
of “seldom recorded” material, are
available on these pressings. Amer-
ican audicnces are welcoming the
chance to hear for the first time
performners that have been famous
abroad.
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From this package
come the finest recordings
in the world

) I

ALSO AVAILABLE—

Presto Brown Label
discs. They’re one-side
perfect . .. with a flaw
on the other side you
probably couldn’tfind.
Perfect for one-side re-
cordings, reference re-
cordings and tests,and
at greatly reduced cost.

FREE! Presto willsend you free of
charge a complete bibliography of
all technical and engineering arti-
cles on disc recording published
since 1921. Send us a post card.

RECORDING CORPORATION
244 WEST 55TH STREET
NEW YORK 19, N. Y
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Model Store Floor Plan

Suggestions Incorporate
Latest Trends in Design

® A design for a “model” radio-
record store which combines a num-
ber of unusual ideas for improving
customer service through attractive
and intelligent planning of store
space and displays is being offered to
the music industry by the Armstrong
Cork Co., Lancaster, Pa., in collab-
oration with the National Associa-
tion of Music Merchants.

The “model” store is planned to
present ideas for effective moderniza-
tion of store interiors and merchan-
dising methods to both established
music merchants and newcomers to
the fieid.

One of the modern design features
of the store is the full length front
window which turns the entire place
of business into a showcase. A shal-
low display window on the left side
of the store front is suggested for
featuring some of the smaller items,
in addition to records, such as acces-
sories, sheet music or musical instru-
ments.

The radio display and tryout sec-
tion is located along one side of the
shop. Radios, combination units and
television sets in the open sections
are clearly visible from the main
store area.

On the outside wall of one of the
listening rooms a shallow display
case exhibits small bedside and table
model radios. The listening rooms
are handsomely furnished so that the
customer may see the instrument in
home-like surroundings. Glass par-

(Photograph by the Makers of Armstrong’s Linoleum)

Interior view of the model music store shows up as a “‘window display” to passers-by.

Brass cables run-

ning from the floor to the ceiling just inside the entrance are architecturolly attractive, and also serve

to guide traffic.

titions give customers a bird’s-eye
view of all the sets, as well as keep
the merchandise on constant display.

Self-service record stocks are
available in the bays located between
the listening booths. Units of this
type encourage self-service and cut
interbooth noise to a minimum. The
booths have built-in record players
with convenient troughs for holding
trial records and albums.

Slanted shelves and step-back rec-
ord racks are used on the display-
storage pieces.

Note large "’G-Clef'" insets on the linoleum floor, which highlight the musical charocter
of the establishment, and help set a decorative motif.

The cashier’s desk has been placed
in a large open bay centrally located
for a good view of the sales area. Be-
hind the counter, library-type shelf
units are used to store the main rec-
ord stock. Since mostly popular rec-
ords will be sold in this area, small,
open, stand-up booths are placed
nearby so customers can listen to rec-
ords through single earphones.

Another section of the store, in
one of the large open bays, is sug-
gested for those dealers who carry

(Continued on page 60)

(Photograph by the Makers of Armstrong's linolewm)

Alternating booths and bays are stressed again in the designs to promote the
sale of records. Note the shelf arr ts for alb and
the comfortable upholstered seats and bulletin baards for promotion materiol.

RADIO & Television RETAILING ¢ March, 1948

Comfortable listening-units such as these are suggested for demonstrating radio-

les, also, phonogrophs. These rooms are located along one side of the store alternating

with the open bays and shallow display cases for exhibiting small radios.
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This sectian af the store 1s devated to
madel demanstration rooms. Note liberal
use af glass.

Clase-up view of ane of the radia display roams show
ing comfortable chairs in o hame-like setting.

Lyon & Healy, Omaha, Spend
8$25,000 to Remodel Store:
Gleaming Front and Interior

Bring in the Customers

=Y

Attractive wall wnit pravides display
space far radius, recards and sheet music,
as well as some additional starage space
below

b -
'131". AKX

3
SIRIRKE] e o
CIRIER e & T
o STAGE -
ORCHESTRA w -

BT

Lyan & Healy window display ties in
with local appearance at a popular platter
artist




Record Selling Set-Up

® The Lyon & Healy establishment
in Omaha, Nebraska, incorporates the
latest architectural developments in
store layout and operating efficiency,
with up-to-the-minute sales tech-
niques. Approximately $25000 was
spent to completely redecorate the
store, transforming it from an “or-
dinary” place of business into a
“model” radio-record-music retail
outlet,

Modern installations include a com-
plete air conditioning system, model
demonstration rooms, all-glass listen-
ing booths, and fluorescent lighting.

Harold F. Brown, manager of the
store, is well aware of the advan-
tages of the store’s location in the
midst of heavy pedestrian and motor
traffic. In remodeling the store front,
ample allowance was made for huge
plate-glass windows, which permit
passers-by a good view of the store’s
stock cf radios, records, pianos and
sheet music.

The management makes a point of
maintaining attractive window dis-
plays, as a further inducement to
bring customers into the store. A
successful device for pushing disc
sales, Mr. Brown finds, is to feature
a display which ties in with the local
appearance of an artist.

The interior is colorful, with walls
painted yellow, green, red, blue,
white and gray. These differentia-
tions in color heighten the wvisual
separations between the various sell-
ing areas. Fluorescent tubes re-
cessed in the ceiling provide the gen-
eral illumination. In addition, each
of the various display sections for
table radios, records and sheet music
has its own built-in lighting unit.

Radio Rooms

Radio combinations are displayed
in specially designed demonstration
rooms. Modern furniture, floor cov-
erings and pictures are placed in the
demonstration rooms to simulate a
home setting, suitable for the sets
displayed. The “window walls” of
the model rooms permit shoppers in
all parts of the store to see the mer-
chandise. The management reports
that this display device is extremely
effective, as customers immediately
visualize the sets in their own home.

Seven listening booths, also con-
structed of glass, are provided for
record purchasers. Listening booths
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of this type help speed-up sales,
lessen breakage, and discourage
pranksters.

Curving, sectionalized showcases,
with glass tops, are used to display
needles and other record accessories.

Self-service is practiced to a lim-
ited extent at Lyon & Healy. Some
popular music, standard albums, and
children’s records are within easy
reach on the self-service racks. But
most of the singles come from a
huge, sectionalized wall bin, and are
dispensed by the salesgirls from be-
hind a counter.

Mr. Brown credits his sales force
with much of the success of the store.
An attractive personality, a pleasant
smile, and a basic knowledge of
music are the things he looks for in
record salespeople.

Close Customer Contact

Record clerks are instructed to
keep close tabs on the musical tastes
of their customers. In this way, few
mistakes are made in planning fu-
ture orders, and current stocks move
off the shelves quickly.

“Modern merchandising” is the
keynote of the store’s selling policies.
Therefore, Lyon & Healy is doing a
job promoting television now, and

laying the groundwork for future
sales when television programs will
be available in the territory.

They do their best to pioneer video
in the vicinity by staging exhibitions
at various civic functions. The dem-
onstrations are put on in conjunction
with a local radio station, and are
followed by a brief talk, and a ques-
tion-and-answer session.

Advertising Methods

The organization is an advocate of
direct-mail promotion. Special mail-
ings are sent to teachers, music clubs,
schools and homeowners, who are in-
terested in the various publications
of the record and radio companies.
In addition, Sunday newspaper ad-
vertisements and radio spot an-
nouncements are utilized.

“Prestige advertising,” as Harold
Brown terms it, is the most frequent
theme of newspaper copy. These ads
play up brands carried, and extra fa-
cilities and services of the store.
About once every six weeks, the
routine is varied, and the ad plugs
a particular “bargain” item.

This combination of good looks,
good service, and smart promotion
is keeping the customers at Lyon &
Healy happy.

Huge woll bins, flanked by counters, provide plenty of spoce for storing single discs.
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Current Platter Crop Abundant and Varied

ALBANESE, LICIA: “Otello Arias”
(Sides 1 and 2), Frieder Weiss-
man, conductor. RCA Victor
11-9957

Two arias, “Willow Song” and
“Ave Maria,” are sung by the so-
prano with intense feeling and tech-
nical skill.

STEVENS, RISE — EDDY, NEL-
SON: “Excerpts from the ‘Stu-
dent Prince’.” Columbia MM-724

Popular pair do the top songs from
the Romberg operetta, including
“Golden Days,” “Deep in My Heart,
Dear” and the “Serenade.”

TEYTE, MAGGIE: “French Oper-
atic Arias.” RCA Victor MO-
1169

Shortly after the war, Miss Teyte
returned to these shores for a series
of concerts. Old fans who are famil-
iar with her albums of five and ten
years ago, as well as her many new
admirers, will welcome this spendid
collection.

ARMSTRONG, LOUIS: “I Can’t
Give You Anything but Love”—
“Black and Blue.” Columbia
38052

Another release in the “hot jazz
classics” series that is bound to draw
“oh’s and ah’s” from the collectors.

BARNET, CHARLIE:
Jump”—“Deep Purple.”
1092

Barnet’s band carries out the orch
leader’s ideas of “jumping jazz” that
has caused much comment in the
trade. Flip is the familiar ballad,
done in a “mellow” mood.

“Jubilee
Apollo

BENEKE, TEX: “Dream Girl” —
“Moonlight Whispers.” RCA
Victor 20-2667

Garry Stevens does vocal from
theme song of film, “Dream Girl.”
Flip features the Beneke sax in some
original Glenn Miller-mood music.

“CAPTAIN FROM CASTILE,” Al-
fred Newman and his orchestra.
Majestic MZ-6
Newman wrote the theme for the
movie, and this recorded version un-
der his own direction will appeal par-
ticularly as a movie tie-in.
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CARLE, FRANKIE: “My Promise
to You”—"Tell Me a Story.”
Columbia 38050

‘. . . Promise,” an adaptation of a

Chopin Nocturne, styled just right

for dancing; coupling an appealing

love song.

COMO, PERRY: “Because”—“If
You Had All the World and Its
Gold.” RCA Victor 20-2653

Public’s  willingness to favor
“oldie” tunes bound to make this pair
of old-timers catch on—especially
with Como’s superior song-selling of
the ditties.

DAMONE, VIC: “Thoughtless” —
“Love Is so Terrific.”” Mercury
5104

With music by Camaratta, the
young crooner offers another pair of
popular tunes to his enthusiastic
public.

GODFREY, ARTHUR: “I'm Look-
ing Over a Four Leaf Clover”’—
“The Thousand Islands Song.”
Columbia 38081

In the mood for fun, both sides
feature Godfrey’s infectious giggle
coupled with his own brand of sing-
ing, and clever choral arrangements.

GOODMAN, BENNY — LEE,
PEGGY: “For Every Man
There’s a Woman”—"Beyond the
Sea.” Capitol 15030

From the film, “Casbah,” first side
combining the talents of the two top
artists makes a torrid combination.

Reverse is an instrumental.

HAINES, CONNIE:
Are These?” —
They’re Mine,
Signature 15167

Signature is giving this new singer

“But What
“They’re Mine,
They're Mine.”

to the label a big build-up. Ray
Bloch’s orchestra does the accom-
paniment.

JAMES, HARRY: “I Understand”
—"“East Coast Blues.” Colum-
bia 38059

“I Understand,” the old familiar
tune, climaxed by the James trumpet;
flip also spots some good instru-
mental solos.

KAY THOMPSON, new Columbia Records artist,
h)asbrfcorded ‘“Back Home in Indiono”’, backed by
Jubilee.””

KAYE, SAMMY: “Hand in Hand”—
“We Just Couldn’t Say Good-
bye.” RCA Victor 20-2679

A pair of standards which have
been re-issued due to demand.

KYSER, KAY: “Teresa” — “Big
Brass Band From Brazil.” Co-
lumbia 38067

Something slow and sweet paired
with a big, brassy, catchy novelty
for a sales-appealing Kyser disc.

LAINE, FRANKIE: “Monday
Again”—"“I'm Looking Over a
Four Leaf Clover.” Mercury
5105

Carl Fischer’s orch does the ac-
companiment for the popular

“Clover” tune.

LUND, ART: “I'll Always Be in
Love With You”—“What'll 1
Do?” MGM 10142

Pair of standards given the special

Lund “jump” interpretations.

MARTIN, FREDDY: “You’re Too
Dangerous, Cherie” — “No
Longer.” RCA Victor 20-2666

First side ballad is beautiful tune
from “To the Victor” film, that is
bound to go places.

MERCER, JOHNNY—PIED PIP-
ERS: “The Thousand Islands
Song”—"Hooray for Love.”
Capitol 15028

Lively coupling that Mercer does
with a catching enthusiasm.

MONROE, VAUGHN: “Matinee”—

“Someone Cares.” RCA Victor
20-2671
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“Matinee” disc is being groomed
as follow-up to “Ballerina” hit;
“Somecne Cares” is a ballad in the
romantic Monroe manner.

MOONEY, ART: “You Were Meant
for Me”—"Beg Your Pardon.”
MGM 10140

“You Were Meant for Me” from
film of the same name is in a dis-
tinctly different vein from Mooney’s

“Four Leaf Clover.” Flip is remi-

niscent of “Near You.”

“MUSIC OF COLE PORTER,”
Andre Kostelanetz. Columbia
MM-721

Rich Kostelanetz treatment given
six favorite Porter tunes, including:

“In the Still of the Night,” “I’ve Got

You Under My Skin,” and “Blow,

Gabriel, Blow.”

PAGE CAVANAUGH TRIO: “0OkK!
Baby Dok’l” —“Anything for
You.” RCA Victor 20-2646

Bouncy number with a catchy vo-
cal, “Ok’l Baby . . .” is sung by
the trio in a forthcoming MGM flick-
er. Reverse is a smooth ballad.

KAYE, BUDDY: “Thoughtless”—
“Carnival in Venice.” MGM
10137

Composer Kaye's recorded version
of his tune, “Thoughtless,” has been
creating a stir among disc jockeys
and juke operators; the reverse is
another Kaye original in a “different”
rhythm.,

PHILLIPS, TEDDY: “Yes, Sir,
That's My Baby” —‘“Blooming
Apple Tree.” National 7020

“, .. That’'s My Baby” one of those
old-time, infectious numbers that
people can’t help but remember.

PASTOR, TONY: “I'm My Own
Grandpaw” -—— “The Secretary
Song.” Columbia 38068

Pastor's original stylings tailor-
made for these two novelty tunes.

PRIMA, LOUIS: “Thousand Islands
Song”—"I'm Living a Lie.” RCA
Victor 20-2619

From B’way musical, “Angel in
the Wings,” the *“. . . Islands” tune,
as performed by Prima, brings laughs
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to listeners. Flipover is danceable
disc with Cathy Allen on the vocals.

SAUNDERS, JIMMY: “I'm Looking
Over a Four Leaf Clover” —
“Heart Breaker.” Rainbow 10043

“, .. Clover” tune rendition nicely
delivered by Saunders.

THE RAVENS: “Fool That I am”
—“Be I Bumblebee or Not.”
National 9040

Deep bass and high tenor technique
that has marked this group’s arrange-
ments continued on this platter.

TORME, MEL: “County Fair'—"I
Cover the Waterfront.” Musi-
craft 5009

This coupling will have the Torme
fans swooning in their bobby-sox;
songs have been special favorites
during the crooner’s personal appear-
ances.

WELK, LAWRENCE: “I'm a
Lonely  Little Petunia” —
“Svenska Flicka.” Decca 24197

Coupling, with vocals by Bob

Cromer and Bobby Beers, has been

“A TREASURY OF HARPSI-
CHORD MUSIC,” Wanda Lan-
dowska, harpsichordist. RCA
Victor DM-1181

Composers Chambonnieres, Bach,
Handel, Vivaldi and Mozart are rep-
resented in this unique collection.
Mme. Landowska’s musical accom-
plishments are well known, and deal-
ers who did well with the same ar-
tist’s “Goldberg Variations” can ex-
pect bigger things from this album.

BACH: “Magnificat,” Robert Shaw
conducting the RCA Victor
Chorale and Orchestra, Blanche
Thebom, mezzo-soprano. RCA
Victor DM-1182

During recent New York appear-
ances Shaw's group received rave
notices. This follow-up album to re-
cent “Sleeper’s Awake!” should cre-
ate the same favorable comment.

BACH: “Sonatas for Harpsichord
and Violin” Ralph Kirkpatrick,
harpsichord, and Alexander
Schneider, violin. Columbia
MM-719

The six harpsichord and violin so-
natas of Bach performed in their en-
tirety by these two noted performers
will appeal particularly to those buy-
ers who are students of the history of
music, and to those who are perform-
ers, or who are interested in the mas-
terful techique required for a proper
performance.

BRUCH: “Scottish Fantasy, Op.
46, Jascha Heifetz, violinist,
RCA Victor Symphony Orches-
tra, William Steinberg, conduc-

tor, Stanley Chaloupka, harp.
RCA Victor DM-1183

Most buyers will purchase this al-
bum for Heifetz. First recorded ver-
sion of this Bruch Fantasy, though
should appeal to all music lovers,
even if they are not too familiar with
the piece.

CHOPIN: “Etudes,” Op. 10 and Op.
25, Alexander Brailowsky, pi-
anist. RCA Victor DM-1171

This release is noteworthy in that

it marks the first time that Op. 10

and 25, plus three additional etudes

(included as the final side) have been

waxed and collected and have become

available in one album. In addition,
Brailowsky’s expert technique will
make music teachers, students, and
collectors marvel.

DVORAK: “Notturno for Strings,
Op. 40,” Busch Chamber Players,
Adolf Busch, conductor. Colum-
bia 17513

Busch Chamber Players offer the
Dvorak music for pleasant listening.

GOULD: “Interplay for Piano and
Orchestra,” Morton Gould, pi-
ano, with the Robin Hood Dell
Orchestra of Philadelphia. Co-
lumbia MX-289

Music in a modern idiom is pre-
sented on these two records. In fact,
buyers may recognize the Gould orig-
inal as the background of a recent

Jerome Robbins ballet.

SCHUBERT: “Overture in the Ital-
ian style in C Major,” Liverpool
Philharmonic Orchestra conduct-
ed by Sir Malcolm Sargent. Co-
lumbia 72464

Noted English conductor wields a
masterful baton in this recorded ver-
sion of an early Schubert work.

STRAUSS-DORATI: ‘“Graduation
Ball,” Dallas Symphony Orches-
tra, Antal Dorati conductor.
RCA Victor DM-1180

Dorati arranged the ballet music
of Johann Strauss for this recording
with dash and skill. Dance enthusi-
asts know of Dorati as a noted ballet
conductor.
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Actually b.o.u-n.c.e the whole

eflect

For added sales
(and profits!)

demonstrate

the amazing Shockproof

nylon needle’
by

DUOTONE
*2.30

LIST

tone arm on a record without
A «pring stcel shaft and
nylon elbow—thalt is the secret!

*pat. pending

)\ DBUNIRNR

"%, DUOTONE COMPANY

\ J 799 Broadwey, New York 3. N. ¥

Stephen Neaster, President
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And Now ... Introducing
LIGHTED - MOTION

s Model “712"
ROELE(TRK TURNTABLESO
For Sales-Producing Displays!

ODEL “712” ROTO SHO's two-way,

built-in electric outlet permits novel,
self-contained lighting effects as well as
operation of electrical devices whbile the
turntable revolves three times a minute!
There's nothing like 712" to revolution-
ize your window trim and stop passersby
dead in their tracks. Sturdy steel construc.
tion, guaranteed,
“712”  ROTO.SHO
carries up to 200 |'s,
77 high with 18" di-
ameter table.
A.C. only,
® For winning dis-
plays, why not write
TODAY for full in-
formation and our
complete ROTO-
PRODUCTS catalog.

GENERAL DIE AND STAMPING

COMPANY
Dept. TV, 262 Mott St., New York 12, N, Y,

Musie

Merehants Get Together in New York

Members of the board of directors
annual session in New York. Present at the meeting (scated left to right):
Co., Honolulu, T. H.; Arthur E. Gadfrey, Williams Piana Co., Sioux Falls

Julius, Julius Music Hause, Yark, Pa.;

Gearge L. Byerly, Byerly Bras. Music Ca.,

Russell B. Wells, Chas. E. Wells Music

Ark.-Tex.; J. M. Wylie, Wylie Piana Ca.,
Calumbus, Ohia.

Columbia Board Member

The hoard of directors of Columbia
Records, Inc., elected Goddard Lieberson,
vice-president in charge of Masterworks
artists and repertoire, to membership of
the board.

New Storage Album

Record Accessories Corp., 314 W. 52nd
St., New York City, announce produc-
tion of a new Vinylite deluxe record al
bum. These albums are constructed of a
solid wood backhone covered with Vinyl-
ite material. The albums are embossed
with gold stamping and are available in
red, blue and brown. List price for 10-inch
albums is $2.00; for 12-inch albums, $2.50.

On Musiceraft Staff

Marvin Frank has been appointed pub-
licity and advertising director of Musi-
craft Records, Inc., it was announced by
Jack Meyerson, president.

Children's Dise Firm

Caravan Records, 113 W. 57th St
New York City, anmounce that they have
acquired the Tone Products “Merry-Go-
Sound” line of children’s records. All
recordings will be made on pure cherry
red Vinylite, 10-inch §ze, and distributed
nationally by Caravan.

Melodee Price Change

Melodee Records, Tne., 314 \W. 52nd St.,
New York City, announce a reduction in
the list price of children’s albums to $2.75
plus tax. Two new albums have heen re-
leased by the firm entitled “Ireedom
Songs” and “Songs Children Tove.”

Showpicee Productions

Tiffany Productions, Inc., manufactur-
ers of a line of kiddie albums, will be
known as Showpiece DProductions. Inc.,
200 W. 57th St., New York City. Bruce

, National Assaciation of Music Merchants,

E. D. Turner, Jr., Sherman, Clay &
) Pearia, 1Il., and vice-president,
chairman of the baard, NAMM; Louis G. LaMair, president, NAMM; B. E. Neal
N. Y., Ray S. Erlandsan, San Antania Music Ca., San Antania, Texas;
Ca., Kansas City, Ma.; (standing left ta right) Warren S. Treadwell,
Co., Denver, Cala.; Jerame
Baston, Mass.; Hugh W. Randall, secretary, NAMM; Ted H. Brown, Brown Music
Wm. Haward Beasley, Wittle Music Ca., Dallas, Texas; Gearge H. Beasley,

meeting in their semi-
Thomas Dahl, Thayer Piano
, South Dakota; Stuart D.
Ca., and treasurer, NAMM;
NAMM; Edwin R. McDuff,
, Neal-Clark-Neal, Buffala,
Paul W. Jenkins, Jenkins Music
NAMM; William R. Gard, NAMM;
F. Murphy, M. Steinert & Sans,
Ca., Tacama, Wash.;
Beasley Music Ca., Texarkana,

Fargo, Narth Dakota; Melville Clark, Clark Music Co., Syracus
N. Y.; C. W. Gould, Gould Music Store, Minneapalis, Minnl.; a : Stare,

Otto B. Heaton, Heatan's Music Stare,

Powell has been elected to the company's
hoard of directors.

RCA Vietor Dealer
Jobher Promotions

RCA Victor Division, Radio Corp. of
America, sponsored a dealer window dis-
play contest offering cash prizes totaling
$4,100 for displays most effectively pro-
moting the RCA Victor Sunday radio
program featuring Robert Merrill, MMet-
ropolitan Opera baritone, and orchestra
conductor Russ Case. Tagged “Double
D,” the contest aimed at a concentrated
one-month promotion of the program
through attractive dealer window displays.

RCA Victor has inaugurated a weekly
series of hour-long programs broadeast
to a network of the company's record dis-
tributors coast-to-coast via a telephone
closed circuit. The initial series of eight
programs was designed to promote closer
working relations between RCA Victor
and its distributors. The distributors’
record sales organization is also provided
with an opportunity to hear the new rec
ord releases simultaneously with an
nouncement of their scheduled release.

Vitacoustie Dise

Jack Buckley, vice-president Vita
coustic Records, Inc., Chicago, was host
to a group of New York models in con-
nection with the promotion of a new
Vitacoustic disc called “Get a Pin-up
Girl,” sung by the Honeydreamers to the
music of Bill McRae,

New Major Album

Thomas J. Valentino, Inc.,, New York
City, manufacturers of Major Records,
announce the release of an album entitled
“Story of the Nativity.” The three 10-
inch records are narrated by Walter
Hamden.
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THESE COLUMBIA NEEDLES

Headed by the sensational
Columbia “Tailored-Tip”* Sapphire

*Trade-mork

All priced for fast profitable turnover

RETAILS FOR

ONLY

$]5_l]

1 The point is "tailored” to fit record groove for
more lifelike reproduction.

2 It rides on sidewalls of record groove only for
less surface noise.

3' It does not “plough” bottom of record groove —
assures less wear.

|

A Columbia needle for every need! The
“Tailored-Tip”"* Sapphire is microscopically
shaped and designed for amazing clarity, brilli-
ance, fidelity and long life. ““Tailored” to fit
the groove by master recording engineers—then
Shadowgraphed for uniform perfection.

Backed by advertising in Life, American Rec-
ord Guide, and Saturday Review of Literature’s
supplement, ‘‘Recordings’ . . . more than 800
radio stations!

Sapphire Needle Display — Holds 60 Needles

SELL FROM THESE 3 BEAUTIFUL DISPLAYS

COLUMBIA CHROMIUM NEEDLES COLUMBIA MASTERWORKS NEEDLES
Packaged 6 to a card in clear plastic Packaged 50 needles to a package, 50
envclopes which are stapled to the of which are stapled to the eye-catch-
handsome blue display card, 50 pack ing counter display shown at the right.

ages to each. s 19N " .
Size: 12%x 15", Needles to package: 6. Size: 12"x 15". Needles to package: 50

Packages to card: 50 Packages to card: 50.
Suggested List $.25 per package Suggested List $.25 per package

Columbia Records . ev

Trade-marks " Columbio,” *'Mosterworks''ond @ Reg.U.S. Pot. Off
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DEALERS:
ADD TO YOUR RECORD SALES BY SELLING

MAJOR

CHIME AND SACRED ORGAN

RECORDS

SEND FOR CATALOG RTR3
Distributed By

THOMAS J VALENTINO, Inc.
1600 BROADWAY NEW YORK 19, N. Y.

The Most Decisive Period
in Radio History

May will mark another great upturn in radio—
perhaps the greatest in a quarter century—
with television giving new growth and new
vitality to the entire radio field.

Revelations at the Chicago Trade Show and
manufacturers’ announcements to be made at
the same time will greatly influence the plan-
ning and future activity of dealers, distribu-
tors and service dealers everywhere.

Because RADIO & TELEVISION RETAILING
will have a special distribution at the show and
will be the main source of information for
many thousands unable to attend, the May
Show Issue will be the logical issue for pro-
moting new products and improvements or
for stimulating trade interest in established
products.

Closing Dates

May issue closes April 5 for advertisements
to be set; April 10 for complete plates.

CALDWELL-CLEMENTS, INC.
480 Lexington Avenue  New York 17, N. Y.

RADIO:TELEVISION

RETAILING

Big Columbia Sales

Edword Wallerstein, leff, chairmon of the board

of directars of Columbio R , Inc., p
Arthur Godfrey with the millionth recording of
Godfrey’s ''Too Fat Polka.”” The aword wos made
on the lotter's morning radio show,

Model Floor Plan

(Continued from page 53)

musical instruments. At the back of
the section a staircase leads to the
piano department and practice studio.

A versatile wing showcase, de-
signed to feature special displays, is
placed near the front of the store.
Mounted on a pole, the case can be
swung in any direction and has
shelves which can be installed and
removed at will,

Direct and indirect lighting has
been used in the interior. Large
opaque discs reflect light to the ceil-
ing and provide space for spotlights
to highlight individual displays. An
acoustical material is used on the
ceiling for noise quieting.

Dealers can take any of the ideas
that are particularly suited to their
business operations and incorporate
them into their remodeling plans.
Armstrong is offering a detailed
“Ideas” portfolio for free distribu-
tion to those who are interested.

London Records

Gracie Fields receives o shipment of her popular
London Records disc, "'Now 1Is the Hour,” at the
San Froncisco oirport. 24,000 woxings of this
tune were flown to New York from London.
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ELECTRICAL

APPLIANCES

Economics of Cut Prices

To What Extent Does the Law of Supply and Demand Require Mark-Downs?

@ How often is it actually necessary
for the merchant to cut the price
on electrical appliances and radios?
Some dealers seem to feel that when
products are slow-moving, some mys-
terious force called supply and de-
mand will require them to cut the
price.

Economic theory is far from an
exact science because it deals partly
with human psychology. But it may
be of interest to see whether this
economic theory actually indicates
you should cut prices on the prod-
ucts you handle in your store.

Classic economists have pointed
out that luxuries have “elastic” de-
mand. A slight fall in price leads
to a great expansion in the demand
for such items. In contrast, neces-
sities are said to be “inelastic.” The
same drop in price will not affect
demznd materially and a great drop
is necessary to stimulate any sub-
gtantial increase in demand.

TLe question arises as to whether
electrical appliances and radios are
luxuries or necessities. The answer
is that most of these products are
actually more in the necessity class
than in the luxury class. They per-
form essential services.

It is important to consider the
place these products have in the
budget of the American household.
A housewife is often more interested
in saving a few pennies on a can of
food than she is in saving many
dollars on the price of an electrical
appliance or radio. The reason is
that a woman’s food budget amounts
to perhaps half her expenditures for
a year.

In contrast, an electric refrigerator
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or a radio which she buys once in
five or ten years constitutes only a
very small percentage of her total
expenditures. Through the device of
installment sale she can break the
total price down into sufficiently
small units so that she can fit them
into her schedule of expenditures.

The appliances you sell are worth
many times their cost in the number
of woman-hours of work they save.
They supplant other less advanced
methods of accomplishing important
household tasks. The radios you sell
are used by your customers during
hours when they might be engaged

composite of a large number of indi-
vidual demand attitudes of the cus-
tomers who are brought into contact
with your merchandise.

If you find from experience in your
store that it is necessary to cut price
frequently in order to stimulate sales
volume it may be that you are ap-
pealing to the lower-income classes
in your community. When you do so
you are laying yourself open to con-
tinual price cutting.

You have the power of selection
of your customers to a certain ex-
tent. Therefore you should try to
reach those people who have the

OVERCOME PRICE RESISTANCE BY . . . .

. 1 "Selection” of customers

. 2 Proving to purchasers that radios and appliances constitute but
a small percentage of their total expenditures.

. 3 Explaining that appliances are worth many times their price
in number of woman-hours of work they save

. 4 Showing that radio products provide the utmost in enter-

tainment at lowest cost

in more expensive entertainment.

Because of these factors radios
and appliances must not be consid-
ered at all in the luxury class even
though the original cost of some
models may be high. These products
are fairly inelastic in demand. You
should not cut the price unneces-
sarily.

Economists call the chart of de-
mand at various prices a “demand
curve”. Any such curve is simply a

proper demand attitude toward the
merchandise you have to sell. When
you do this it is less necessary to
mark down the price.

The subject of price is intertwined
with that of salesmanship. You can
avoid unnecessary mark-downs partly
by the development of aggressive
selling methods which stress the
value of the merchandise you have
to sell as a means of overcoming
sales resistance arising out of price.
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Refrigerators Electric Ranges Water Coolers Washers
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MODEL E-457 DNorge clectric range is “stvled < - g s

to the minute” and provides all the latest
advancements known to the science of elecirie
cookiug. Seven cooking speeds for surface units [ e’
and deep-well cooker; automatic turn-on-and-

turn-olf operation of oven, deep-well cooker -

and appliance outlet; two-elements. (one top
one bottom); centrally placed oven: two lock-
er-type utensil compartments.

Norge eleetrie ranges. like all Norge products, are backed-up by
ageressive national advertixing in Lthe country’s leading magazines,
suchas Saturday Evening ’ost. Life. Ladies” Home Journal, MeCall's,
Woman’s Home Compunion. Good Houscheeping, Betier Homes

and Gardens. American Home. True Story. Houschold and others.

Norge Division, Borg-Warner Corporation. Detroit 26, Michigan.

A BORG-WARNER INDUSTRY

o W

Electric
Water Heaters

MODEL E-427 Norge electric range has
surface-cooking units clustered at left of
the one-piece poreelain-enameled top. It
features automatic control of the oven
operation and the appliance outlet. It has
the same contour-front stvling as the De
Luxe model. Seven cooking speeds for each
of the surface units and deep-well cooker.
The Model E-427 is priced moderately to
attract a broad mid-range market.

Home Heaters Gas Ranges Home Freezers
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Successful Selling of
Small Elecirical Items

Self-service displays of small
electrical supplies, such as sockets,
switches, fuses, and the like, bring
valuable traffic into any store. In
addition, the sale of such items can
be made profitable to the firm.

While it is true that bins, racks
or tablss used to show lines of small
electrical accessories get “mussed
up” quickly, and require time to be
spent in replenishing and cleaning

“Silent salesman’’ sample displays may be set up
araund walls in the stare,

them, many a new, steady customer
is obtained by the merchant as a
result of providing supplies of small
items.

Discriminating customers prefer
to buy electrical supplies from estab-
lished radio /appliance retailers.
First, because they know that the
products are usually better than
those sold in out-of-the-field chain
stores. Second, they know that if
they ask a question about some elec-
trical component in the radio/appli-
ance store they’ll receive an intelli-
gent and accurate answer.

There are two methods for instal-
lation and operation of self-service
set-ups. One is the “sample-board”
sort; the other the kind where the
merchandise selected is actually
taken from the table by the cus-
tomer. Both plans have merit, though
many dealers say that the second
set-up is better because it saves time,
since salespeople do not have to go
to the stockroom for desired items,
but there is the constant need for
replenishment. Where pilferage is
a potential problem, sample board
layouts seem more desirable.

Whichever kind of display is used,
the nzed for consistent policing is
apparent. The following set of rules
should be strictly adhered to:
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1. Displays must be kept clean at
all times. Customers who pick up
dusty items won’t think favorably
of the store or its management.

2. All items must be priced. Small-
ticket products only have price-
appeal in cases where the price is
known. In addition to speeding up
“impulse sales” to customers, pric-
ing of items helps clerks to operate
faster, and prevents the necessity for
“guessing” on the part of the sales-
person,

3. Keep bins or sample cards filled
at all times. A gaping space where
an item has been ripped from a
holder is a most displeasing sight to
the customer, as is an empty bin,
price-ticketed, but devoid of mer-
chandise.

4. Make all displays appear *“large.”
Give as much space as possible to
them.

5. Strive for variety of merchan-
dise. Since investment involved is
not large, go in for numbers of types,
colors, styles, etc.

Tables having wooden, glass or
metal separators to form bins, may
be used as actual merchandise dis-
pensers. Such tables may be pur-
chased in metal, or may be made of
wood in a local shop. The space
under the tables can be utilized to
hold reels of lamp and heater cord.
This may be accomplished through
the use of rods held in open brackets.
For measuring purposes, a yardstick
can be fastened to the side of the
table. Price-card holders for price
and descriptive data that clip over
the top of bin separators may be
purchased.

Construction Hints

Where the use of tables is not
desirable, bins may be built into
shelves along a wall. The shelves
may slope a trifle away from the
wall to produce better display re-
sults.

In using the ‘“sample” set-up, most
merchants find that it is better to
make all such displays ‘“non-porta-
ble,” and for this reason, the sample
layout lends itself better to installa-
tion either on the sides of an avail-
able wall, or on sloping shelves. The
reason for making such installations
non-portable is to prevent customers

from carrying samples about with
them. The selling procedure in the
case of the permanent sample method
is to have the customer point out
the product desired. The item is
then taken out of stock.

The resourceful merchant can find
many attractive ways to fasten prod-
ucts to their backgrounds. Wiring,
though, is used in most cases, be-
cause it is hard to find a means for

Help-yaurself installatians must be kept in tap-
notch arder; items priced, bins filled,

otherwise anchoring the many shapes
and sizes of items in the line.

Some dealers handle only these
supplies of the sort wanted by the
average householder. A few of such
items are cordsets, plugs, cord con-
nectors, tube taps, lamp sockets and
clusters, socket adapters, extensions,
reducers; house and appliances fuses,
vacuum cleaner and waxer belts,
electric doorbells and buzzers, small
transformers, heater elements, switch
plates, switch pull-cords and a vari-
ety of wire.

In cases where the merchant sells
supplies to professional and would-
be electricians, a great deal more
space is required for display, since
he must add such items as element
wire, outlet boxes, porcelain cut-
outs, to mention but a few.

Now and then a retailer, who is
also an electrical contractor, dis-
likes selling small electrical supplies
to the customer on the premise that
such sales rob his shop of work.
But, there are so many ramifica-
tions to the question, that it cer-
tainly would be tough job to decide
whether, in the long run, a particular
electrical retailer is behind or ahead

(Continued on page 104)
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Westinghouse CLOTHES DRYER

Automatic electric clothes dryer. handles
full load of wet clothes and tumbles them
damp dry or completely dry by setting of
dial. Dryer is housed in an all-white
cabinet identical in size and shape to the

Laundromat washer. Features inclined ioad-
ing chute. Plastic dial is adjustable, when
dryer reaches point selected it automatical-
ly shuts heat off. Screen type lint trap.
Removable service panel. Westinghouse
Electric Corp.. Mansfield, O.—RADIO &
Television RETAILING

Handi Glow TEST LIGHT

Plug-in pilot light for standard electric
outlet or socket. Neon-light indicator takes
usual plug prongs slipping through its slots
and into standard outlet. Bulb is over the
head of plug, in full sight at all times. Red
glow also convenient for locating outlets
in dark places. Industrial Devices. Inc., 22
State Road, Edgewater, N. ].—RADIO &
Television RETAILING.

Markel HEATER

“Fan-glow” portable heater features:
roomwide heat circulated by fan: radiated
heat; streamlined case: quiet-running in.
duction type motor; hi-lo switching permits
use of either element without the other.
Markel Electric Co., 145 Seneca St.. Buffalo
3. N. Y.—RADIO & Television RETAILING.
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New Electrical

GE REFRIGERATOR

NB-10 ten cubic foot refrigerator, design.
ed primarily for farm use. Priced at $299.75.
Refrigerator provides 10.3 cubic feet storage
space. Cabinet is approximately 33 inches
wide, 64 inches high. Large interior vol-
ume, plus flexible shelf arrangements
makes storing of tall cream cans and crocks
convenient. Freezing compartment holds 32
pounds frozen food. Two drawers are pro-
vided for storage of foods. General Elec-
tric Co.. Bridgeport 2, Conn,—RADIO &
Television RETAILING

Deepfreeze HOME FREEZER

Model B-5 home freezer. price delivered
and installed $239.95. Has a 4.8 cu. ft.
capacity. One-plece. all steel cabinet with
Bonderized finish and chromium trim and
counter-balanced lid. Equipped with metal
dividers for easy storage of foods. Tempera-
ture control permits temperatures from —10
to 0 degrees F. Deepireeze Div.. Motor
Products Corp.. 2460 Davis St.. No. Chicago.
IiL—RADIO & Television RETAILING

Fan-Glo HEETAIRE

Portable heater produces hot infra.red
rays plus fan-forced heated air. Features:
patented heating elements “neo-glo”” when
the heater is on both the coil and the bar
produce heat; powerful fan pushes warm
air into the room. Light, safe. has a guard
in case of accidental tipping. Finished in
rippled enamel. La Salle Lighting Products,
Inc.. and Markel Electric Products, Inc.,
Buffalo, N.Y.—RADIO & Television RE-
TAILING

Airette AIR CONDITIONER

Portable air conditioner, humidifies and
dries, in addition to controlling temperature.
Light weight, weighs less than 22 Ibs.
Overall dimensions: 26” x 13” x 12, Plugs
in a standard electric socket and requires
no other conmnection. Can be switched to
“cold” or “heat”. Finished in metallic gray
or brown cabinet, with a grille of hand
polished aluminum. Alrette Mig., Inc..
Los Angeles. Calif.—RADIO & Television
RETAILING

Universal FOOD MIXER

Streamlined food mixer of white enamel
trimmed with black. Features: stainless
steel beaters, 2 easy to clean glass bowls,

a juicer, beverage mixer and strainer at-
tachment. Equipped with rubber feet to
stand solidly and to prevent marring. Has
radio interference eliminator. Detachable
motor evenly balanced for portable use.
Landers, Frary & Clark, New Britain. Conn.
—RADIO & Television RETAILING

Bernhardt BUTTER CHURN

Model “G” electric butter churn features:
powerful, fan-cooled motor gquaranteed
against overheating: four-blade dasher for
quicker churning, motor cover of baked
white enamel. Retalls at $22.95. Cus-
tomers have a choice of a three or five
gallon glass jar at slight additional cost.
Gross weight less jar, 14 lbs. Bernhardt
Co.. Inc.. McDonough, Ga.—RADIO & Tele-
vision RETAILING

Everhot FAN-HEATER

Model 915 fan and heater. Beautitully
styled, light in weight. Produces a quick
flood of warmth, circulating 80.7 cu. ft. of
heated air per minute. When lever is on
“cold” heater becomes a noiseless electric
fan. Made of steel and aluminum finished
in blue, with a hammered effect. 9.louvre
polished aluminum grille. Weighs 6 Ibs.
The Swartzbaugh Mig. Co.. Toledo 6, O.—
RADIO & Television RETAILING
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Rheem WATER HEATER

Series 60-T, table top electric storage
water hkeater., completely automatic. 30-
gallon capacity incorporates features of
durability, thermostatic safety devices and
efficlency of the larger Rheem heaters.
Unit is encased in a steel jacket, recessed
at bottom to fit over baseboard. Features
thick wall of Fiberglas insulation which
sustains water temperatures: finger tip con-
trol dials on heads of thermostats. Size:
36 inches high, rectangular in shape.
Rheem Mig. Co.. 570 Lexington Ave., New
York, N. Y.—RADIO & Television RETAIL-
ING

Superstar FOLDING IRON

Model No. 80, folding iron weighs 2%
lbs. Handle folds down. so iron fits com-

pactly into small case. Sole plate scien-
tifically designed. Stern-Brown, 42-24
Orchard St., Long Island City.—RADIO &
Television RETAILING

Sensation MOWER

Mower electric models available with
V2 H. P. motors, 24" swath, and 1 /3 H. P.
motor, 20" swath. Four wheels distribute
its Night weight to four points: weight
cushioned by a pneumatic tire. Four bolis
hold chassis together. Equipment includes
125 ft. of insulated electric cord. Handle
adjustable to fit operator’s height. Avail.
able in a gasoline model. Sensation Mower
Co.. Ralston, Neb.—RADIO & Television
RETAILING
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Whirlette PORTABLE WASHER

Portable washer has a 6-gallon tub, and
takes a three-pound load. It washes a load
in 7 to 12 minutes. Overall height with
wringer demounted and stored in tub is 19
inches, diameter 15%2 inches. Power pump

drains washer into sink; power switch for
starting and stopping: rubber tipped legs:
sturdy 1/12 horsepower motor: chassis
insulated from the tub: handles facilitate
moving unit; equipped with six-vane agi-
tator; wringer detachable, sold as extra
equipment. Nineteen Hundred Corp., St.
Joseph, Mich.—RADIO & Television RE-
TAILING

ABC-O-Matic WASHER

New washer features: principle of
“centric agitation”; scum-ree rinse: re-
quires no permanent installation: automatic
time control; garments may be added or
removed at any time during operation:
standard sink height:; occupies 23 inches x
30 inches floor space. Altorfer Bros. Co..
Peoria, II.—RADIO & Television RETAIL.
ING

Broan FAN

Model 70. laundri-vent fan. Fan fits any
basement window, can be installed easily,
exhausts steam, dust, lint and fumes. Fea-
tures: all-weather door, safety grille front

Home Appliances

and back to protect fingers, 9 inch diameter
fan; strong spring and locking chain to
keep door shut when not in use. Retails at
$22.95. Broan Mig., Co.. Inc.. 1669 North
Water St.. Milwaukee, Wis.—RADIO &
Television RETAILING

Eurecka YVACUUM CLEANER

“De Luxe” upright cleaner, priced to sell
for $64.50. New in design and construction.
stresses greater efficlency, longer life, silent
operation. The body is low-slung, less than
six inches in height: three-position auto-
matic handle; “disturbulator” double-action
brush: two-position nozzle adjustor;
“pocketbook closure” dust bag: recessed
floodlight. Model can be equipped with
adapter so that the above-the-floor cleaning
tools can be used. Eureka Williams Corp..
Bloomington, IIl.—RADIO & Television RE-
TAILING

Electrical THERM-0-JUG

Jug brings a full pint of water to a boil
quickly, shuts off automatically and keeps
liquid a few degrees below boiling inde-
finitely. Made of ribbed aluminum with
jet black plastic base and a washable
heat-proof grip. Inner container is alum-
inated to retailn a satin inside surface.
Priced at $9.95. Electrical Industries. Inc..
44 Summer Ave., Newark 4. N.J.—RADIO
& Television RETAILING

Sno-Breze COOLER

Air.stream, fan-type, evaporative cooler.
available in 14 in. and 16 in, models, V.
design permits rapid fan suction, both sides
removable for quick pad change; dripper
feeds water through metal tube to metal
wick across pad: 22.-gauge. rust-resistant
steel cablnet; blue baked enamel finish,
Palmer Mfg. Corp.. Phoenix, Ariz.—RADIO
& Television RETAILING.

NEW RADIO PRODUCTS
Pages 44, 45 and 48
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Leadership in service . . . leadership in

Advanced Design . . . leadership in genuvinely new
and exclusive features . . . leadership in sales appeal.

That's Philco for 1948, by far the most exciting line of refrigerators ever

introduced to the American public. Look

them over and judge for yourself!
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What's New In Lighting

New Ballast Units

The New York Transformer Com-
pany is now introducing a complete
line of fluorescent lamp ballast units.
Available in over 30 standard types,
these units meet practically every
fluorescent lighting requirement. In-
cluded in the standard line are many
special small cross-section ballasts
for streamlined housings as well as

New York‘'s fluarescent lomp ballast is compact,
light in weight, and silent. Manufacturer guar-
antees for ane year.

normal and high power factor types.
All units are very compact, light in
weight and silent in operation.

Every N. Y. T. ballast is uncondi-
tionally guaranteed for workmanship
and materials for a period of one year
from date of manufacture. Complete
details will be supplied on request
to New York Transformer Co., Al-
pha, New Jersey.

“Making”
Decorative Lamps

Many a dealer is capitalizing on
the “make a lamp. of it” craze which
is being actively revived. In order
to do a good job in converting vases,
coffee grinders and what-have-you
into decorative floor and table lamps,
the service department must possess
two things. First, the shop must have
the know-how. Second, it must have
adequate tools, and parts, such as
lamp harps, sockets, shade holders,
teakwood bases, etc. In cases where
lamps are to be made of valuable
vases or other objects which require
drilling, it will be wise for the serv-
ice department to secure a written
“release” from the customer for the
purpose of relieving the dealer of
responsibility for accidental break-
age.
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Westinghouse Luminaire

A new troffer luminaire designed
to give a wide choice of decorative
lighting effects is announced by West-
inghouse Electric Corporation. Avail-
able for one 40-watt, one 100-watt or
two 40-watt fluorescent lamps, any
of these luminaires can be shielded
by egg-crate louvers, cross baffles,
glass door, or left open without ad-
ditional shielding.

Troffers are 12 inches wide and
either 48 inches long for 40-watt
lamps or 60 inches long for the 100-
watt size. These dimensions match
the 12-inch block pattern of many
acoustical ceilings. They can be in-
stalled in any standard suspended
ceiling in which a suitable metal or
wood frame is provided.

All lamp operating equipment such
as shields, electrical assembly includ-
ing ballasts, and reflector can be re-
moved from or installed in the hous-
ing easily while it is in place on the

¢ ceiling, simplifying service and in-

stallation.

Further information concerning the
troffer luminaire may be obtained
from the Westinghouse Electric
Corp., P. O. Box 868, Pittsburgh 30,
Pa.

Baby Boom Light

Radiant Manufacturing Corp., Chi-
cago, Ill, have announced an addition
to the Radiant product family. The
newcomer is their new Baby Boom
Utility Light, a device specifically
designed to fulfill a long-felt need
among home photographers for a flex-
ible, mobile light unit,

Operation is simple—boom rod is
held in place by a pair of matched
teeth metal grippers . . . a twist of
knob on grippers and boom adjusts
to an almost limitless variety of an-
gles and heights from vertical to more
than 90 degrees. No counterbalance
is required. Folding tripod features
exclusive Radiant finger-tip control,
to open or close unit at the flip of a
finger.

Perfect for use with floodlight,
spotlight, or reflector, the new Radi-
ant Baby Boom is made of steel and
aluminum, to create a sturdy, light-
weight unit, which folds up com-
pactly for easy carrying and storage.
It is priced at $11.95, plus tax.

Selling Decorative Lamps

“Live” floor and table lamps sell
much more readily than those which
are not plugged in. All customers
want to see them lighted. There’s
quite a difference of opinion among
retail merchants concerning the dis-
play of decorative lamps. Some think
lamps should be massed; others that
they should be distributed throughout
the store, placing them here and
there at strategic locations. One
leading merchant has some good ad-
vice. Says he: “If you have a large
selection of numbers, keep them to-
gether. 1f you stock but a few, space
them around the store.”

“House in Order Hint*’

Lamp salesmen should be trained
to keep the stock in an orderly man-
ner. Putting loose lamps back in
proper packages, and the packages
where they belong helps to prevent
an accumulation of “odd” bulbs;
makes inventory-taking easier and
quicker.

Speed Health Lamp Sales

Coming months will see greatly in-
creased sales of therapeutic lamps—
infra-reds and ultra-violets—by mer-
chants who really promote them.
Both bulbs and fixtures will bring
additional profits to the firm that
merchandises them via advertising,
display, and the time-proven tech-
nique of asking 'em to buy.

“Twin-Ray”’ Fixture

- e 0 b -

Made by Mitchell Mfg., Co., 2525 Clybourn Ave.,
Chicaga, the ‘Twin-Raoy'’ tokes o standard ultro-
violet and an infrared bulb. Three-way switch per-
mits use of ane or both lamps. Retails far $9.95,
less bulbs.
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© The New Yorker Magazine, inc.

*...but you ought to see the Rheem
* Design For Better Business ’”

Do profit figures attract you?

Then let us introduce you to some tested merchan-
dising ideas. We know a couple of humdingers.

We’ve a complete plan. Sales aids free or

Rheem®

Water Heaters

HOME COMFORT APPLIANCES (o a ionces

11 plonts in U.S. AA—Also Brisbane, Melbourne, Heating Appliances
Syaney, Rio de Janeiro and Singapore. Cooling Appliances

RADIO & Television RETAILING » Morch, 1948

at cost. Better not let this opportunity pass
you by. Sign the coupon now.

RHEEM MANUFACTURING COMPANY
Dept. RT-3
570 LEXINGTON AVE, NEW YORK 22, N. Y.

What do you mean, profit figures? Let me in on the
Rheem “Design For Better Business.”

( Please Print)

Address S -

Clty
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When customers bring their
smoll appliances to this attractive

service department, they ore favorably impressed.

Service Profit-Pattiern

Illinois Dealer Gives Public a Bright Store Plus
Modern Merchandising and Maintenance Methods

When one enters the Golden Rule
Appliance Co., Inc., store at 111 East
Monroe Avenue, Bloomington, Ill.,
he is at once impressed with the ex-
treme neatness and brightness of the
store. In fact, the passerby doesn’t
even have to enter the store to sense
this feeling—he can see it through
the two display windows, which are
made with low ledges so that every-
thing in the store is plainly visible.

The Golden Rule ownership con-
sists of Lyle White, manager, W. O.
Van Gundy and Charles Baker. Mr.
White was a partner in a combined
automotive and appliance business
in another location from 1937 to July
1, 1946. The automotive business
was sold at the latter date and
Messrs. White and Van Gundy then
started an appliance store in tem-
porary quarters until Dec. 15, 1946,
when they opened the store at the
present location.

The store building is of brick. The
sales floor at present consists of 1100
square feet of floor space. At the rear
of the sales floor is 1500 square feet
of storage space. The walls and ceil-
ing of the sales room are of a neutral
light tint, with the floor covering the
same. These are a very decided help
in making the store a bright spot.

The firm is located on a heavy traf-
fic street in the downtown section of
the city, close to the postoffice, the
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city hall, the electric power company
and hotels.

Advantage is taken of this large
traffic by the window displays, which
form an important part of the promo-
tional program. The displays are
changed weekly so they always show
something new and inviting. The dis-
plays are kept low so as not to ob-
scure the brightness of the light from
the windows reaching the sales floor
and to render the entire floor visible,
thus practically forming one big win-
dow display.

Display Sales-Makers

An endeavor is made to carry a
sample of every type of major appli-
ance and radio the firm sells on the
floor. Major appliances for the most
part are shown along the walls.

A complet